"~Sonwia® 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Gro. P. RowELt & Co., Publishers, 10 Sprucs St., New Yorg. 





yL. XIX, NEW YORK, ApRrIL 21, 1897 








= OPEN TO ALL. 


ADVERTISER BAA AAARBAARABARAAARABARAA 
AND READER 


Both are looked after by the 


PHILADELPHIA 
RECORD — 


When arush of advertising occurs 
the usual size of the paper is enlarged. 
The reader is never deprived of the 
news—and in doing this the Adver- 
tiser is the gainer, too, for his card is 
always sure of being on a page with 
sufficient reading matter to make that 
particular page interesting to the reader 








For terms address .... 
THE RECORD PUBLISHING COMPANY, Philadelphia. 


Average Circulation in 1896: 
Daily Edition, {70,402 
Sunday “ 124,234 
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Send for Our New Catalogue 





of the Atlantic Coast Lists if you are thinking of 
HOW best to secure the trade of the country people. 


It is brimful of information bearing ypon this point. 

A half hour can be profitably and pleasurably spent scanning its sixty-four 
pages. It costs you nothing and may save you quite a sum. But don’t a 
for it except you want to communicate with the country people of the Ne 
England, Middle and Atlantic Slope States, as catalogues are expensive, as ar 
postage stamps to carry them. 


ATLANTIC COAST LISTS, 134 Leonard St., New York. 
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\DVERTISING FOR THE SUMMER 
BOARDER. 
By Joel ‘Benton, 

The approach of spring, which, 
lennyson says, makes the young man’s 
fancy run to thoughts of love, starts in 

e mind of the city resident thoughts 

his summer boarding place. This 

nnual hegira to the country has, in- 

ed, become a great modern institu- 
tion or phenomenon, and when the 

itistics of its extent are seen and con- 

lered, the business interests which 
connected with it will be found 
vorth very serious attention. 

When life was not so hotly lived as 

s now—and in former generations— 

e summer or country outing was only 


as 


re 


served by a few who were people of 


ealth. Very few, too, were the places 
which they went—Saratoga, Ball- 
mand Newport taking the easy lead. 
rhere were but few other places visit- 
and fifty years ago one of these— 
ich, curious to say, was select, fash- 
ible, and very different from the 
nglomeration of things which its 
ime now suggests—was Coney Island. 
To-day the people who leave the cit- 
and large towns for a period or a 
mmer in the country are made up of 
classes except the very poor, and 
ey go now to every considerable 
turesque town or nook, as well as 
the great watering places. 
| heard two or three years ago that, 
ding to a fair estimate, something 
e sixty thousand people who are 
)mer-outers were to be found each 
nmer in the Catskills, and, of course, 
portion which patronized the very 
rge and smart hotels was very small. 
e most of the boarders patronized 
farm boarding-house, and quite a 
mber either boarded or cottaged (if 
it word is allowable) at such places 
Ontiora and Twilight Park. In 
re than one town in Massachusetts 
1 New Hampshire the whole farm- 
g business now is simply promoting 
and happifying the summer boarder. 


FOR 
ENTERED AS SECOND-CLASS MATTER AT THE New York, V. Y., 


APRII 


ADVERTISE! 


Post-OFFICE, JUNE 29, 1893. 
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In Maine, too this business is intense 
and overwhelming, so that the millions 
of dollars which I have seen it said 
flowed yearly into that State from the 
city boarder and city resider would 
seem incredible if I should give it in 
actual figures 

Considering all these facts, 
further fact that numberless 
where summer boarders rarely if ever 
go might just well secure of 
the income that these birds of passage 
bring, the question of advertising 
country accommodations becomes one 
of first-class importance. It has been 
done, of course, but not with any very 
great thoroughness. A very few ho- 
tels and houses that are open for board 
ers do put cards of somewhat non-il- 
lustrative brevity in a few city dailies 
in thesspring. But the space these 
occupy much too little to convey 
the complete information of the town 
and its advantages that the country 
visitor desires. 

I know, of course, that some of the 
different railroad lines which run out 
of the large cities issue ‘* booklets ’’ 
describing the scenery on their route 
and allowing those who proffer sum- 
mer board liberal space in which to set 
forth their inducements and the beauty 
of their respective neighborhoods. 
This is all very well, and both the peo- 
ple who desire patrons and the rail- 
roads themselves are jointly helped by 
whatever good effect these announce- 
ments have. It is quite noticeable, 
though, that the most of these are not 
quite what they might be. They are 
not full enough nor sufficiently ex- 
plicit in their details. 

One would suppose that what is the 
concern of a whole township might 
the whole town 


and the 
towns 


as some 


is 


re 


sometimes be done by 
if it be ina region which is healthy, 
picturesque and attractive. I am cer- 
tain there are places where the lead- 
ing citizens could advantageously 
co-operate to get up a beautifully illus- 
trated book of their whole neighbor- 
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hood and send it broadcast. They 
might see, too, that several copies were 
filed and kept at prominent points— 
such as offices of note in the large 
hotels of big cities—for inquirers to 
examine. Such a book as this should 
tell everything about the drives, hunt- 
ing, fishing, elevation, characteristics, 
social environment, etc., so that 
who reads it need have no further 
questions to ask. 

Of the principal points that can be 
pictured illustrations should be given. 
It would be equally imperative to 
know, of course, the different prices 
for board, and the distance to and 
from New York, and the railroad fares 
singly, or for a round trip, or by com 
mutation or other arrangement. I 
don’t think anything of this sort has 
been really much done, but it seems 
certain to me that any familiar resort 
can increase the patronage it now rez 
ceives by a good story of itself, and 
that many really excellent places never 
heard of as yet can by proper adver- 
tising get a part of the urban summer 
stream running in their direction. 


one 
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MAINE PRESS ASSOCIATION'S AD- 
JUSTABLE SCHEDULE, 


Received by Printers’ Ink, April 10, 1897. 
The basis of calculation is one inch 
one year, metal base electros, without 
p* sition. 
TIME 
6 months...... 
“ 


PER CENTS, 
65 per cent of yearly rate. 
SPACE DISCOUNTS 

From 3to 5 inches, inclusive... 
Ze “6 
ne 
14“ 17 
18 “* or 3 
22 and ipwards 334 

Advertisements measuring one-half 
inch or less shall be charged 75 per 
cent of the inch price. No position 
advertisement shall be measured less 
than one inch. 

PER CENT FOR PREFERRED POSITIONS. 

PostT1loN—top of column or reading 
alongside or any other slight specifica- 
tion, 25 per cent. 

FULL POSsITION—top of column next 
reading or in broken column next fol- 
lowing reading with reading alongside 
full length, 50 per cent. 

EXTRA POsITION—any specification 
additional to or more particular than 
full position, 75 per cent. 

EXTRAORDINARY POSITION—reading 


10 per cent. 
“ 


“ 
“ 
“ 


“ 


INK. 

on three sides or four sides or corns 
of page all surrounded by 
top of column with reading on b 
sides, etc., etc., etc., 100 per cent 

Stipulation that no other adverti 
ment shall have better position on t 
same page shall be charged as ext 
ordinary. 

Above charges for position to 
without choice of page. Choice 
page shall be charged a separate ext 
per cent. 

Full position shall not be 
smaller than a _ four-inch 
ment, or if it is the extra for posit 
shall be the as the extra f 
four-inch advertisement. And 
other advertisements in the same pr 
portion. 


reading, 


given 


adverti 


same 


READING NOTICES. 

Reading notices shall be 
more than display advertisements 
follows: 

Common readers.... . 50 per ¢ 
Re aders i in regular reading type. 75 

eaders without advertising 

marks, or pays, or news- 

head 

No reading notice ahs all be measu 
less than one-half inch. 

Reading notices accompanying d 
play advertisements shall be char 
as display advertising but measur 
double the actual space. 

Every other day or every other wee! 
advertisements shall reckon two-thir 
of the full time. Twice a week or 
half, once a week one-third. Week 
papers published in connection wit! 
daily, one-third of the daily rates 
Weekly published separately one-half 
of daily rates. 


charg 


—_o 


When you 
plant seeds, plant 


Always the best. 
For sale everywhere, 


D. M. FERRY & CO., 
Windsor, Ont. 


A BORDER similar to the whi 
surrounds this announcement is calcu 
lated to make the advertisement stan 


out conspicuous on any page. 


one 
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ILDING UP A PATENT 
ING BUSINESS. 


SOLICIT- 


JOHN WEDDERBURN, OF 
DERBURN & CO., 
ISING DID IT. 


JOHN WED- 
TELLS HOW ADVER- 


he advertising of John Wedderburn 


K. f 


press the button.” A reporter for 
PRINTERS’ INK recently called on Mr 
Wedderburn, and opened fire on him 
as follows: 

‘As the most extensive advertiser 
in the patent business, Mr. Wedder- 


burn, what have you to say upon the 


Joun WeEpDERBURN 


Co., the patent solicitors of Wash- 

m, isseen everywhere. ‘‘ Wanted, 
idea,” is almost as familiar to peo- 
e who read newspapers as ‘* You 


subject of advertising generally and 
advertising patents especially ?” 


‘*I do not claim to be an authority 
on the subject of, advertising, but I 
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have no objection whatever to speak- dent in ten thousand of the big « 
ing of the results of my ownexperience. ever sees a country paper, and y 
I may be said to have had aslight prej- few of them read the so-called wee 
udice in favor of the liberal use of print- editions of the city newspapers, w! 
ers’ ink when I organized my firm, for I my experience teaches me are circu 
had followed journalism as a profes- ed chiefly through the mails. It 
sion both in the East and West, and lows, therefore, since the two cla 
my observation had shown me that of advertising mediums cover sepa: 
many of the most notable business suc- fields, they must both be employed 
cesses achieved in modern times were the successful advertiser.” 
due very largely to iiberal advertising. ‘*What has been your experier 
I had observed that no matter what with regard to the employment 
the facilities or advantages a business large amounts of space in single iss 
house would offer to the public, unless of current newspapers ?”’ 
the public was fully advised of the fact ‘*T think the effectiveness of an 
it would not respond to such an extent vertisement depends very largely uy 
as to make the business profitable. its size and frequency. Catchy 
No light, however brilliant, could be advertisements are very valuable 
seen if hidden under a bushel.” we employ a great many of them, 
‘* Do you follow any particular plan our best results come from the use 
or policy ?”’ considerable numbers of them scatt« 
‘*When I first mapped out my plan over the pages of the daily issu¢ 
of advertising I was naturally some- papers of large circulation. The 
what in doubt as to the best mediuis ple who read the newspapers are | 
for reaching the public. I was advised people, and they don’t have tim: 
by some experts to employ only the scan closely every column. If y 
great dailies in the great cities, while advertisement is on every page 
others asserted that the country week- every other page, they will see it, a 
lies covered a larger field for the same even though they may have no use f 
proportionate expense. I tried the your services to-day they will beco 
country weeklies first, and then I tried familiar with your name and busin« 
the big dailies, and for the past two and when they need something in y 
years I have used them both. The line their thoughts will naturally reve 
business firm that desires to cover the to your advertisement.’’ 
entire field of the American public can- ‘‘How long does the drawing pow: 
not get along without both. On this of a good ad last?”’ 
point I am prepared to give a judg- ‘* Advertising is like casting br« 
ment which, whether or not it may be on the waters, except that you do! 
cailed expert, is certainly that of one have to wait many days for its retu! 
who had had a very wide and compre- At the same time it frequently happe1 
hensive experience. The business of ad- that an advertiser who has followed 
vertising is to reach the people, and systematic plan of using the news] 
when you find that the great reading pers will find business coming to hi 
public is practically divided into two as the result of mediums which 
classes—those who read the country employed many months before a 
weeklies and those who read the great which he may since have abandor 
city dailies—you must employ them as of little value. I would not und: 
both if you would lay your case before take to say how long the drawi! 
the maximum number of possible pat- power of a good advertisement last 
rons.”’ for I have occasionally received ap) 
‘**Could you not cover the rural dis- cations, the result of advertiseme: 
tricts as effectively by the weekly edi- circulated more than a year before.” 
tions of the big city dailies ?” ‘* What has been your experience 
‘*It is true that many residents of the use of magazines as advertis 
small towns, villages and rural commu- mediums?” 
nities read the weekly editions of the ‘* Less extensive than my experie! 
great metropolitan papers, but the pro- with the dailies, but I am prepared 
portion who do so is exceedingly small, say they have brought me excell: 
and total failure will follow any at- results. Indeed, when I look ba 
tempt to reach the people of the rural upon the experiences of the past fe 
districts by employing any editions of years I cannot say that I regret t 
the city press. On the other hand, it expenditure of a single dollar f 
hardly need be said that not one resi- printer’s ink, and if I had it all to 
. 
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ver again I don’t know that I would 
ike the slightest change in the me- 
ums I have employed.’’ 

‘* Do you insist on sworn statements 
f circulation ?”’ 

‘*No; but I have been much struck 
vith the fairness and accuracy of 
ewspaper publisher’s claims regarding 
rculation as a basis of advertising 
ilue, and my own experience has jus 
fied so many of these claims that I 

rely question them. Another thing 

it has impressed me very deeply 
th regard to advertising the 
iendly co-operation of the newspa- 
ers I have patronized. I have spent 
any thousand dollars a month in 
acing the facilities of my firm prop- 
jy before the public, but some of the 
st valuable advertising I have re- 
ved has been given me gratuitously 
the journals I have employed, and 
this reason I believe that no busi- 
ss man will ever regret having spent 
money freely with the newspapers. 
t every stage of the development of 
business I received praise, encour- 
ement and hearty support, all of 
ich has been exceedingly gratifying 

d which convinces me that our 

vspapers are by no means absorbed 

the contemplation of the almighty 
lar.” 

‘* How do your competitors,,who do 

t care to or cannot afford to adver- 

e, feel about the steady increase in 

ir business ?” 

‘‘T have recently come in for con- 
lerable criticism at the hands of cer 

n parties engaged in the patent busi- 

s who seem to be greatly incensed 

it I should have made it necessary 

them to spend large sums of money 
prevent their small advertisements 

m being swamped by my more lib- 

il patronage of the papers. I can 

lerstand how they feel about it, but 

im satisfied that their wisest course 

ild be to spend a larger proportion 

their receipts in the effort to get 
They doubtless dislike 
have 


1S 


v business. 
part with the money they 
ned, but if they only stopped to con- 
er that for every dollar they put out 
east two will come in, they would 
edily realize the wisdom of more 
era! advertising. I am glad of an 
portunity to testify my appreciation 
the many kind things the newspa- 
rs have said of me and my firm, es- 
cially since my new critics began 
eir attacks upon me. I have not 
ught these kind words, but they 
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RS’ 
have been none the less pleasing. I 
need hardly say that, in spite of the 
barking of a few 
continue my efforts to reach the Amer- 
people through the American 


yellow dogs, I shall 


ican 
press.” 

** How 
now ?” 

‘** About eight thousand altogether, 
and we are now considering the advisa- 
bility of increasing this number. We 
have a thoroughly organized advertis- 
ing department, and check up all our 

of some simple 


Wanted—An Idea sisi 


Protect your ideas; they may bring you wealth 
Write JOHN WEDDERBURN &CO., Patent Attor 
neys, Washington, D.C., for their $1,800 prize offer 
and new list of one thousand inventions wanted 


many papers do you use 





Who can think 


advertisements. We use but a single 
one-half inch ad. The Boston Sunday 
Globe once contained 350 of these one- 
half inch ads scattered through the 
paper.’”’ 

The firm of John Wedderburn & 
Co. have recently built a large five 
story addition in the rear of their pres 
ent offices, and a few days ago leased 
the big four-story building adjoining. 
The firm’s private offices are sumptu 
ously furnished in immense leather 
pieces, and prosperity is apparent in 
every direction the eye is turned. 

+ 


-o 

PARISIAN JOURNALS. 
Parisian journals are not only smaller in 
size and cheaper in appearance than those of 
England and the United States, they are less 


enterprising and less reliable. The entire 
system of news-gathering and reporting im 
plies a degree of slowness and uncertainty 
that would not be tolerated in London or 
New York. The financial columns are said 
to be, almost without exception, corrupt and 
misleading Moreover, journalistic inde- 
pendence is rare.—\ ational Advertiser. 
# “oe ae 
NEWSPAPER AND MAGAZINE NAMES 
ILLUSI RATED. 


” 


““THE LITERARY DIGEST 
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VERY GOOD, TOO. 


The facility with which the modern 
illustrator makes a few pen strokes in 
dicate much that is not really seen is 
well illustrated by the picture here 
shown. Note the woman’s skirt. 
Two lines are used, but the mind im- 
mediately fills in the detail. The 
picture is even more effective than it 
would be if more finished. Such a 


Real Estare For Sxle—Brooklyn. 
VANDERVEER PARK HOMES 


may be bought fora sur> 
prisingly sma'! amount. 
of money, when you con- 
sider the superiorities of 
the Park. Just think of 
being able to buy a lot 
on which you can build 
a home almost in the 
heart-of Brooklyn «8 
payment of $19 a 
month! Everything is 
improved in Vanderveer 
ark. Streets are 
graded, water and jas 
mains are laid, chade 
treea are “lanted—cv- 
hing is city with suburban surroundings. 
You can reach Vanderyeer Park from the New 
‘York City Hall in 35 minutes; from the furthest 
downtown pojnt o? Brooklyn {o 25 minutes. Gu 
n Vanderveer Park yourself, That is thy 
at way to Judge. Send for wapsanda particular, 


GERMANIA REAL ESTATE CO. 
ONLY OFFICE—Junction Flatbush and me 











style of drawing is adapted to news- 
paper advertising, because the most 
bungling pressman cannot spoil it. 
The advertiser could better afford to 
pay the artist $25 for making this 
drawing rather than to pay him 25 
cents for another one, showing twenty- 
five times as much work, but which in 
actual use would not be one-twenty- 
fifth as effective. 
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THE CAMPBELL COMPANY’S AD- 
VERTISING POLICY. 

It is beyond question a fact that no 
other printing press house has ever 
before aroused the interest of the trade 
by such convincing, aggressive and 
logical statements and _fast-following 
fulfillments as to the capabilities of its 
machine as has this company. And 
yet the general manager of the Camp- 
bell Company states that their adver- 
tising is as yet in its infancy. ‘‘ We 
are constantly planning for its future 
development and increased efficiency,” 
he says. ‘*So with every department 
of our business. It is our aim to have 
not only the best machinery that 
money and brains can produce, but the 
best advertising department to be 
found anywhere ; the best selling or- 
ganization; the best financial manage- 


ment, and the most expert mechan 
skill it is possible for us to obta 
Our competitors can prepare for an 
tack all along the line, we are after t 
best and highest-class business of t 
country, and we are going to get 
first, because we have got and 
going to continue to have newer, n 
efficient and more modern machine 
than other concerns: second, beca 
we will advertise it as no printing pr 
has ever been advertised, and wha 
better still, we will substantiate « 
statement we make.” —/nland Prin 
eo 

THE way to make business pay i 
do it right—not almost right, bi 
together right. The big differs 
between success and failure often co 
from the little differences between cis 
ing things nearly right and do 
them quite right. 


Beer needs no words of commenda- 
tion and praise before the public. A 
beverage as brewed by that extensive 


firm is like U. 8. currency— le 
take it because they know it 1s oo 


EXCELLENT 


and genuine arnicle, and that like pure 
air and nutritive food it is beneficial 
to health. Because the beer of the 
Hofbrauerer in Munich is delicious, 
men, Women and children are seen 
waiting for hours to beserved, because 
the supply or 


BEER 


Is not equal to the demand. Even 
so with Lemp’s product. Located at 
St. Louis he established one of the 
largest breweries in the world, anid 
yet every year the capacity has to be 
increased. The agency in Memphis 
is entrusted to G Limberg, com- 
ss the firm of G. Limberg & 
Yo. The office and vauits of the 
Memphis branch are at No. 156 East 
Court street. . Telephone 565. 





BEER ads that say anything are 
rare to-day that the Little Schoolm 
ter intends to reproduce every on 
sees. ‘The announcement here show 
could be greatly improved, no doul 
but it is a step in the right direction 


~~ f£Atfbiec. 
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ONE WAY TO FIND CIRCULA- 
TIONS. 

Three years ago, while I was in the 
employment of the Miles Medical Co., 
of Elkhart, Ind., we accidentally came 
upon a scheme for discovering circula- 
tions. The ‘‘discovery” came at a 
time when we were not interested in 
circulations at all; but I have often 
thought since that if our intention had 
really been to lay a trap, a very large 
percentage of publishers would have 
been very neatly caught in it. 

In addition to its extensive news- 
paper advertising, the concern used to 
circularize largely, sending out several 
million pieces of printed matter, under 
one-cent postage, every year. Some 
scheme was required to lessen this ex- 
pense, which sometimes amounted to 
$50,000 or $60,000 in a single year. 
It was at last decided to issue an illus- 
trated newspaper cover, in two sizes, 
to fit the two most common sizes of 
newspapers. The postal laws then 
barred out supplements not printed in 
the same place as the main issue, but 
a cover was a wrinkle not then known 
to the postal authorities. 

The suggestion came from Mr. John- 
son, the advertising manager of the 
concern, and his idea was to print a 
handsome four-page Easter cover, full 
of illustrated stories, sketches, poems, 
jokes, puzzles, household receipts, etc., 
and to give to publishers, free of 
charge—they paying the freight only— 
as many copies as they could use for 
their ‘‘special Easter number."’ We 
‘sent Out about 4,000 prospectuses to as 
many newspaper publishers, carefully 
avoiding the large cities, and writing 
only to those whose papers corre- 
sponded in size with the two sizes we 
were printing (six and seven columns). 
A specimen ‘‘front page’’ was sent 
with each letter, and it was so gener- 
ally admired that within 30 days we 
had orders for 1,730,000 copies, and 
we were running five Hoe presses day 
and night in order to supply the large 
demand! 

The largest order was for 4,000, the 
smallest for 250, and the machines 
had to be stopped for each order, as 
the name of the local paper was mor- 
tised as a sub-title on the front page. 
The entire edition was gotten off 
satisfactorily, and I believe it gave 
satisfaction everywhere, although some 
of the publishers must have winced 
when they found that the last page of 
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this beautiful ‘‘art cover’’ was d 
voted to testimonials and portraits 

those who had been so fortunate 

to try our remedies! 

But the great fun in opening t! 
heavy mail was the comparisons o1 
could make between the stated cir 
lation on the letter-heads and the nu: 
ber of covers ordered for 
many a case where the paper claim: 
a circulation ‘‘ exceeding 5,000,”’ 
number of covers ordered ranged fro 
1,200 to 2,000! The discrepancy w 
perceptible in over 85 per cent of t 
letters, yet I don’t suppose that mar 


use! | 


if any, of the publishers thought 
how they were giving themselv 
away! 


Still we kept faith with them. TI! 
inside knowledge thus so easily « 
tained was not divulged. I believe a 
the letters were destroyed, for fear 
they might drop into unscrupulo 
hands. So far as profits on the schen 
were concerned, the paper, printin; 
and matter cost about $5,000, and for 
that sum we got our cover, containin 
advertising matter, distributed among 
134 millions of people, which, under 
one-cent postage, would have cost 
$17,500. 

There are more ways to reach t} 
people than by paying heavily for th 
privilege. JouHN S. GREY. 


oe > - 





MEDIUMS, space and position ar¢ 
importart, but the ad itself is what 
gets into the public eye, lays hold of 
people’s minds, and—if rightly done— 
opens up their pocket-books. 








————9o— 
| 
TH “aSHBURW)>/ 
ATS my WAS ¥ 
Messrs. Lorp & THOMAs, of Chi- 
cago, who got up the picture repro 
duced above, state that they believe it 
rivals the picture of the Wool Soap 
Babies. Does any one else think so? | 
os 
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OREGONIAN BUILDING IN 1853. 


€ ——___—— - — 


THE PACIFIC NORTH- G 
WEST, 


That Oregon was redeemed 
in the late presidential election 
is due to the Portland Orve- 
gonian, the great daily of the 
Pacific Northwest. The Ove 
conian is able and honest. It 
covers a great field. The 
Eastern advertiser who seeks 
the trade of the Pacific North- 
west may safely expend half 
his advertising appropriation | OREGONIAN 
with the Oregonian. The | 
other half may perhaps be di- 
vided among five or six other 
papers of importance. * * * 
Krom Editorial, Printers’ Ink. 


tne regonian 


DAILY, SUNDAY AND WEEKLY 
EDITIONS. 








ITS FIELD | 
clin Population | 
PORTLAND (Orricur) + + 81,342 | E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 | IN CHARGE OF ADVERTISING, 
| 
approx.) + «© + 275,000 so3) 


WASHINGTON «+ - + + 375,000 


STATE, Oursive or Portiano 


IDAHO .«. + + «+ « « «+ 100,000 
WESTERN MONTANA . 90,000 


BRITISH COLUMBIA . . 100,000 
— Tribune Building, The Rookery, 
TOTAL ..-- - 1,039,142 New York. Chicago. 


The S.C.Beckwith Special Agency, 
Sole Eastern Agents, 




















CHURCH ADVERTISING. 
This is ai age of advertising. Al- 
most everyining is seeking mention, 
demanding notice. Assertion is the 
rule. The way to succeed seems to 
be tomake a noise. Indeed, we might 
say that all humanity is divisible into 
two divisions, the one part consisting 
of the wise, who advertise, and the 

other of the foolish, who do not. 
Whether or not the church should 
go into this advertising business is, 


however, an open question. There 
are some who boldly assert that it 
should. A Brooklyn pastor recently 


declared that many a man of ability is 
lost sight of in the world because of 
his lack of self assertion, and argued 


that churches, too, needed to push 
themselves if they would succeed. 
“A church,’’ he said, ‘‘ must have its 


choir, its social meetings, its Sunday 
school and.the qualities of its minister 
spoken of, and must be advertised 7 
every legitimate way in this age.” 
And it is said that a church in ¢ chicago 
goes so far as to advertise its services 
even in the trolley cars. 

It is certainly perfectly proper for 
the church toassert itself as a religious 
and social force in a community. It 
is its dutyso todo. The church must 
attract attention to itself if it is to ful- 
fil its regenerative mission in human 
society. Its radiance cannot be hid 
under a bushel. If men are to rejoice 
in its light, they must see the light. 
And if they will not come to the light, 
it may be necessary to flash the light 

upon them. 
~ It should be borne in mind, how- 
ever, that there are various ways of 
advertising. The methods of this 
social assertion on the part of the 
church are different for different ages 
and different churches. The style 
that was welcome in the days of the 
Reformation may not be the method 
for us just now in America. The 
form of advertising, too, which suits a 
Bowery mission may repel rather than 
attract a cultured community. The 
lengths to which that great advertising 
society, the Salvation Army, goes may 
be all very well for its particular slum 
work or efforts at arousement of spe- 
cial classes. But mere sensationalism 
for its own sake defeats all truly gos- 
pel ends. The church, then, must 
carefully adapt its methods to its men. 
Pastor and people would do well to 
study the methods which successful 
men of the world are employing on 
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their parishioners, if they would d 
cover the suitable means of bring 
to the notice of the latter religi 
truths of grave importance. 

And it should be remembered a 
cardinal principle of action that 
church always has its own dignity 
maintain, and must not cheapen i 
by excessive straining after sensati: 
effects. ‘There is such a thing as. 
ing pearls before swine. The cl 
is not in the ‘‘ want ad” busin 
The impression it should give to 1 
is that they need it more th an it n 
them, and that none can safely neg 
its gospel messages. j 

But judicious advertising, using t 
term in the may 
fully be employed by the church t 
far greater extent than is now the ca 
Let the public feel that there is so1 
thing on in the churcl 
Utilize the press as a co-operative 
ligious agency! Talk the chur 
up !—New York Observer. 
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broadest sense, 


going 





It pays to buy at Vantine’s. 














Which would you rather d 
—buy tea scooped loose out o! 
a box where it is exposed to the 
air and perhaps half a dozen 
or more foreign odors, or put 
up in air-tight pound pack- 
ages which preserve the 
strength and flavor? 

Our tea department is run 
on modern priuciples. 

English Breakfast, 40c., 60c.,75c., $1.00, 1.50 

Formosa Oolong, 40c., 60c., 75c., $1.00, 1.50 

Orange Pakoe, ¥1. 

Youug Hyson, 75c.. $1.00. 

Uncolored Japan, 40c., ‘eee 750., $1.00. 
assian a ag $2.00. 

Indie, — 

Ceylon, 60c ei 00, 1.25. 

Mixed, 40c.. 60c., 75c. 

Our telephone number is 
1069—18th st. 

PRICE REDUCTIONS IN ALU PEPARTMENTS 
Gp A.A.VANTINE&CO. 
Ghinese’aod india 
House tn the worid. 
877-879 Ereatway, N, Hh 
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cia MARCH is not the 
busiest month in the 
year. 
wOlis. 
During the month of March 
THE Netw York TIMES 
made a greater gain in both 
circulation and advertising 
than in any other month in 
the history of THE TImMEs 


for many years. 


*# 


THE NEW YORK TIMES 


“‘4All the news that's fit to print. a 











14 PRINTERS’ INK. 
TRADE-MARK DECISIONS. 





It may be of interest to business 
men to have some of the leading decis- 
ions of our courts in reference to 
trade-marks : 

The name of an inventor, discoverer 
or manufacturer may be employed as a 
part of a trade-mark. 

There can be no absolute right in a 
name, merely as such ; it is only when 
printed or stamped upon a particular 
package, thus becoming identified 
with a particular style and quality of 
goods, that it becomes a trade-mark. 

Persons of the same name have a 
common-law right to use it in connec- 
tion with articles manufactured by 
themselves. 

A trade-mark must be such as will 
identify the article, and distinguish it 
from others ; no one can appropriate a 
word in general use for such purpose. 


The property in a trade-mark wilk 


pass by assignment, or operation of 
law, to any one who takes, at the same 
time, the right to manufacture or sell 
the particular merchandise to which it 
has been attached; but there is no 
property in it, asa mere abstract right. 

If a manufacturer sell to another the 
right to use his name as a trade-mark, 

subsequent use of the same mark, 
with the word ‘‘ improved ” affixed, is 
a violation of the rights of the purchas- 
er, which equity will enjoin. 

To entitie the owner of a trade- 
mark to an injunction, to prevent its 
use by another, there must be in the 
copy such a general resemblance to 
the form, words and symbols in the 


good-will of the firm business, the for 
mer will be enjoined from using the fir 
name upon his sign at a new establis! 
ment, to the injury of the purchaser 

A manufacturer does not aband: 
his trade-mark to the public by pe 
mitting in a few instances a dealer 
put his name upon the article in ¢ 
nection therewith. 

Exact similitude is not required t 
constitute a trade-mark infringement 
Delay in seeking relief will not | 
vent an injunction, where the infrin, 

ment is clear, though it may prec] 


an account of past profits. —A/ercani: 
Journal and Pennsylvania Grocer. 
—————_)9>—_—_—. 


CLEARANCE SALES, 


Few indeed are the retail merchants wt 
can afford not to have clearance sales occa 
sionally. The ordinary human mercha 
will “get stuck’’ now and then; he w 
overbuy or find the regular outlet insuf 
cient. Stuff accumulates, and it never 
roves on the premises. Unlike wine, t 
bes ger it’s kept the less it’s worth. T! 
certainly applies to everything of a far 
character. Freshness is an absolute nece 
sity. It cannot now be a question of pr 
or of how much loss. The only question 
How low is it necessary to price the arti 
to make it sell? And, what is the most ef 
fective method to bring the people into « 
tact with the sale? A little money is we at 
deal better than a big lot of goods that do 
sell. In making a clearance sale it is mn 
well to club together nothing but the very 
least desirable items in the house. Make 
the sale attractive, even if you have to a id 
articles not originally included in the stu 
you desire to sweep out. Some people wil! 
buy the less desirable items from choice 
With the slow stuff out of the way, -_ the 
space at liberty and the funds in hand, new 
goods can be added and the business take, 
that extent, a fresh impetus and a better 
feeling.—Dry Goods Economist. 

ee 





original, as to mislead the 


Phe plaintif adopted the Meals on the European plan. 





words Rising Sun Stove Pol- 
ish, with a figure of a rising 
sun, as a trade-mark; the use 
of the words Rising Moon, 
with a figure of the moon, 
held not to be an infringe- 
ment; though a close case. 
A manufacturer cannot 


have an exclusive right ina R f = System— 
| Route 


particular mode of putting 
up his goods for sale. 

A manufacturer will be en- 
joined from combining his 
name with marks and sym- 
bols which are a colorable 
imitation of those of another. 





Butington 





The dollar-a-meal method of oper 
ating dining cars is no longer 19 vogue 
on the Burlington Route. Something 
better has taken its place’ Meals are 
now served on the Eu:opean plan—you 
pay only for what you order 

The pay for-what you order way is 
the only mght way to run a dining car 
It is 10 operation al! over the Bushagtoa 


Deover to Omaha 
Deover to Chicag 
Deover to Kansas City. 
Deover to St Lows 
Prices are reasonable and the set» 
vice is as good as it can a 
Tickets aod time-tables at al} RG. W, 
ticket ofices. 


W. F. McMILLAN, Ceneral Agent, 
(1 Walker Block, Sait Lake City. 








If, on the dissolution of a 
firm, one of the partners 
transfers to his copartner the mation, 


A RAILROAD ad that really gives some infor- 
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<Q Uo ol of ue Web 


Advertisers — 


Is there a demand for your 
goods in Santa Clara County, the 
wealthiest and most prosperous 
County in California? If not, it 
can be created by advertising in the 


San Jose 


MERCURY 


The MERCURY is issued Daily, Sunday 
and Weekly. It is the only morning news- 


AAARARARAAARAAARARARAAAAAAARARARAAAARY 


paper in a city of 20,000 inhabitants, and it 
circulates every morning throughout a valley 
of nearly 60,000 population. Its C/RCULA- 
TION IS GUARANTEED to be larger than that 
of any other two papers in the city of San 
Jose, or in the valley. 


AAARAARAAAAAAAARA 


CHARLES M. SHORTRIDGE, C.J. OWEN, 


EDITOR AND PROPRIETOR. ASSOCIATE. 


EASTERN OFFice, D. M. FOLTZ, casSTERN MANAGER, 
34 PARK ROW, NEW YORK. 
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10 SPRUCE STREET, 


WATT ELLY 


—— 


Michigan. 
advertiser. 
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The Only Way. 


It is not a question of the best 
way to reach the better class of 
the Great Middle West. There 
is only one way. 

To reach (thoroughly cover- 
ing the field) these communi- 
ties made up ofthe class who do 
five-sixths of all the buying, you 
must use the local weeklies. 

Not only the easiest and the 
cheapest, but the only sure, the 
only practicable, way of using 
these weeklies is through the 
Chicago Newspaper Union lists. 

We shall be glad to tell you 
all about it and make you an 
estimate. 

Send for new catalogue, any- 
way. 


CHICAGO NEWSPAPER UNION, 


93 So. JEFFERSON ST., 


New York. CHICAGO. 


The Great Middle West comprises the States of Ohio, 
Indiana, Illinois, Wisconsin, Iowa, Nebraska, Minnesota and 
It contains the communities most valuable to the 
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ADVERTISING IN RHODE ISLAND. 


To reach the greatest number of 
)bable purchasers at a minimum ex- 
nse is the object of every advertiser. 
Rhode Island is more densely popu- 
ted than any other State in the 
Union. It has an average population 
f 318 44-100 to the square mile. Ac- 
rding to the advance sheets of the 
erican Newspaper Directory for 
1897, there are 67 newspapers in 
de Island, with an aggregate circu- 
yn of about two hundred thousand, 
ided as follows: 
ailies, combined circulation, 
emi-weeklies, combined circulat’n, 
eeklies, combined circulation, 
1 wecklies, combined c irculation, 
ynthlies, combined circulation, 
4 calculation would show the month- 
output of these papers to reach a 


127,908 
2,820 
355144 
4,608 
32,082 





il of three and one-half million 
es, and of these all but two hun- 
| thousand, or one-seventeenth of 
whole, are put out by the dailies. 
circulation of each of these daily 
ers is given by the Directory as 
WS: 





*32,376 
*30,722 
*31 +56 7 

14,000 


Evening Bulletin, 
Fvening Telegram, 
Sunday Telegram, 
Evening Times, 
fournst, *13,197 
Sunday Journal, *14,669 
.Evening Reporter, 6, 
. News, 
Evening Call, 
.- Evening Post, 
..News, 
- Tribune, 


vidence 


awtucket 


Woonsocket. 

ovidence. . 
Woonsocket. 
Pawtucket .. 
Newport.... 
Westerly....... 


100 
5,000 
5,000 
4,500 
*3,638 
3,500 
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Tribune, 2,475 

un, 2,000 
..La Tribune, 2, 

- Herald, 2,300 
....+-Evening Times, 600 
Providence......Brown Herald, 

Those against which a star 

are actual figures furnished 
publishers, and are correct. 
other figures are estimated. 

It will be noticed as a curious and 
interesting fact that thirteen of the 
dailies are published in the evening, 
while only three appear in the morn- 
ing. 

The oldest and best known Rhode 
Island daily is the Providence /Journa/, 
and of this paper the Zvening Bul- 
letin is a sort of afternoon annex, al- 
though having more than double the 
Journal's circulation. 

A good reason why an advertiser 
should contract with both the /ourna: 
and Au/lletin is that, while the rate for 
each is fair, a liberal discount is al- 
lowed upon orders for the two com- 
bined. 


ee 

THE PROVIDENCE ‘‘ TELEGRAM.” 

THE YOUTHFUL GIANT THAT SEEMS TO 
HAVE CAPTURED LITTLE RHODY. 


Pawtucket 
WwW 


Woonsocket.. 
Newport 
Arctic. 


100 


600 
is affixed 
by the 

The 


PRINTERS’ INK having had its atten- 
tion directed to the existence of a 
wonderful journalistic success in Rhode 
Island, sent a representative there to 
ascertain the facts. What he saw is 
here related : 

I saw Mr. Taylor, the advertising 
manager, whc introduced me to Mr. F. 
D. Lingare, the publisher and one of the 
owners of the Providence 7¢/legram. 
Mr. Lingane bought the 7¢e/egram in 
1889, and not having sufficient money 
to ‘‘ go it alone,” formed a stock com- 
pany. The company has expended 
over $136,000 since that time on 
presses, linotypes and other improve 
ments. When you enter the 7¢/egram’s 
counting-room you at first get the im- 
pression that the paper must be an un- 
important one. This arises partly from 
the fact that it divides its counting- 
room with a newsdealer. When, how- 
ever, you go upstairs into the 7¢é- 
gram’s establishment you are quickly 
deprived of your impression of its 
facilities being in any respect short of 
perfection for the requirements of a 
great newspaper. It has twonew Goss 
three-decker presses, each capable of 
turning out 24,000 papers per hour, and 
eleven linotype machines. Orders for 
three more of these have been placed. It 
has its own electric light plant and ar- 
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rangements for putting in a photo-en- 
graving plant have almost been per- 
fected. It is crowded for room, but 
unwilling to exchange its central s 
for better facilities in a less convenient 
locality. 


te 


No one who has been in the city 
only forty-eight hours could say with 
accuracy whether the 7¢: m sells 
more papers than the Audlletin. Mr. 


Lingane told me there were whole sec- 
tions where the Aud/etin held undis- 
puted sway, not ibly among the richer 
classes in the residential portion of the 
city. He also said that among the 
masses—the people who buy a paper 
not for what it was, but for what it is 
—the 7elegram holds the field. I 
inclined to think that this is so from my 
own observation. The Au/letin claims 
to sell at present about 34,000, and 
the 7e/egram about 32,000. The 7¢/e- 
gram people, however, tell me that 
they do not include in their figures 
any returned or free copies or any ad- 
vertiser’s copies, aad that such copies 
make up about 20 per cent of their 
total output, which would give them a 
slight advantage in circulation over 
Bulletin, which they claim. I do not 
know, of course, whether this is s« 
but the impression made on me is that 
if they are wrong they are perfectly 
sincere in believing the fact to be as 
stated. They state that the returns 
from railroad stations aggregate over 40 
per cent of the papers ordered, but if 
the number ordered is reduced, the 
railroad news companies are certain to 
utter indignant protests, and as ‘they 
are sometimes apt to sell all the order, 
and do not appear to be able to do 
business except on this wide margin 
over actual needs, it is thought neces- 
sary to humor them. 

The other evening paper in Provi- 
dence the News, a penny paper, 
which is sold principally by newsboys, 
and which did not impress me as sell- 
ing very much—at least in the business 
portions of the city. Its publishers 
claim (on their rate card) that ‘‘the 
character of the Providence Vew 
secured for it a permanent and high- 





+} 
1e 


1S 


has 


class circulation The ‘one cent’ of 
the Providence Mews has secured for 
it a wide circulation where no other 


newspaper is read. I think from an 
examination of the Vews that the first 
claim isabsurd. Perhaps there is some- 





thing in the second, although it seemed 
to me that its circulation is compara- 
tively small. However, the Vews con- 
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tains almost as much advertising a 








Bu f 4 or 7 é ram. I ash 

Lingane, of the latte he 
ac nted for this 

did not wish to be S 
knew of instances w! 

LCce ed as le is hit 1 
(8 lines) for its space, and | 
proached one large advertiser vy 
proposition to insert his ad at six 
a square, stating that althoug] 
would not pay the cost of ¢ 


ion, they had another object in 

















Sec g the announcement. 

e preponderance of ads 

tin is said to be due to tl 
that ads inthe /Jou ‘(the m 
paper owned by the same pul 
as the B ) are inserted 
Bulletin f rates when a 
day” order is given. Of ‘ 
papers, the Audletin undoubte 
the largest a patrona 
the greatest prestige. It is a] 
great merit and valu The ra 
the J urn 1/, the Audlletin ar 

el m are exactly the sa 

IO cents a line, with discount 
time ; those of the V are 
much lower. 

There is no doubt that the 7 
is the great morning paper of | 
dence. \t the hotels you see p 
buy the Boston Gloée or Herald ar 
Providence Journal, New York 


ing papers have little sale in Provid 
whatever sale there is being pra 
confined to the Journal and H 
heard it stated several times while ir 


city that no morning paper can 
secure a verv great circulati 
Rhode Island, because t ork 


the mills, compe 
early, and often ol 





distances before res ry 
of employment, have no time to r 
morning paper, while in the even 


and on Sunday they have the ne 
sary leisure. This appears to ex 
the circulations which evening pa 
are able to secure , not only in | 
dence, but everywhere. The Bo 
papers, the GZ and /lerald, wh 


seem to be everywhere, probably 


cut into the circulation of mort 
papers Mr. Slocum, the circulat 
man of the 7elgram, told me tl 


probably circulated betwe: 
five and six thousand copies daily 

Rhode Island. Their 
tions, however, appear to cut no figure 
they arrive late, and 
the New York evening papers. 


two papers | 
evening ¢ 


too 


so also d 
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\ long-distance 
ts the editoria 


branch 


r n was speeding ipward 
a tr made necessary the use 
presses every day r . 
t toy { and suffi ' 
there a day whe n it was evi 2 At your dealers 
even greater press faci lities wer B) in 1 lb. and 3¢ Ib. tina 
en came the tw € presses, 
and started with the advent of th 
centrally located uar s 
d of 2 I 5 
o™ 
srepuen F. WHITMAN & GON, Philadelphia. 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for advertisers in the State 
of Pennsylvania. « w ww 








wm 


The Press is 
the greatest 
want medium 


in Philadelphia. 


a 


Largest two-cent Circulation. 











a 














9-0 
3 
C J 
a 
L 
* 
c ! 
* 
S ( 
L. Ed 
7 
* 
i 
le A 
a l 
C ( 
” {1 
& 
x al 
« 
« A 
t] 
= 0) 
* A 
a c 
a t] 
x | 
rs 
ci 
a 

¢-< 

é Ne 





PRINTERS’ INK. 


No trouble 
if you know 
and will tell 


The Indianapolis NEWS and the 
American Newspaper Directory 
have each been published twenty- 
eight years. In no one of the 
twenty-eight years has the Indian- 
apolis NEWS ever advertised in the 
American Newspaper Directory to 
the amount of one cent. Inno one 
of the twenty-eight years has the 
American Newspaper Directory 
ever failed to state the circulation of 
the Indianapolis NEWS exactly as | 
showed its circulation to have been. 


W. J. Richards. 


New York, Feb. 15, 1897. 
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THE BOOK THE A.W. P. A. WISHES TO KILL. 





A Vermont Newspaper Man Dissects the 
American Newspaper Directory 
and Tells the Truth About It. 


THE AMERICAN NEWSPAPER DIRECT- 
ORY. 

The 28th annual volume of the American 
Newspaper Directory—for 1896—has come to 
hand. Twenty-seven years ago the first 
number of this now famous book came from 
the press—the first complete newspaper di- 
rectory ever printed. The brain that con- 
ceived this publication set its standard hig 





and it has steadily held the lead given to it 
by time and its author. In its more than 
quarter century of life it has done a greater 
service to the newspapers and the advertisers 
of the country than any other book of i 
kind, and it was never more vigorous, more 
valuable or more necessary to those interests 
than it is to-day. In this office it has be- 
come a necessity—a part of the equipment 
without which we could not get along. What- 
ever other book of reference is missing the 
American Newspaper Directory is always at 
hand. It is referred to daily, often many 


times a day, to answer questions of all kinds 


ts 





about the newspapers as well as about the 
geography and statistics of the country. 

The American Newspaper Directory is 
more than a mere list of newspapers; it is a 
work of reference of a broader kind. As a 
gazetteer it has merits all its own as an up- 
to-date reference book in a newspaper office. 
As acatalogue of newspapers it is really an 
index to the cosmopolitan population and the 
diversified interests of this great country. Its 
28 annual volumes of newspaper facts furnish 
a comprehensive record of the growth of the 
country in population, business, wealth and 
intelligence during the most important period 
of our history. Wherever population con- 
centrated the newspaper followed, wherever 
business centered the trade journal appeared, 
and its record of these facts shows the growth 
and trend of population, immigration and 
business during that period. This record 
slows an increase from a little more than 
5,000 publications in a population of about 
35,000,000 in 1869 to over 20,000 papers and a 
population of 65,000,000 in 1896. The vast 
increase in number and diversity of business 
interest during this period is evidenced by 
the enormous increase in trade and business 
publications; the large immigration is shown 
by the remarkable growth of newspapers 
printed in foreign languages; the very grati- 
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24 PRINTERS’ INK. 


Anna’s “Talk” 
Favors It. 


Objections Come Only From Publishers Who Are Endeavor- 
ing to Secure Big Prices for Little Circulation. 


Office of “* Toe Tax,” 
Tue Tack PrintinG Co., Publishers ( 
EpGar A. Davir, Managing Editor { 
Anna, Ill., April 6, 1897 
Messrs. Geo. P. Rowell & Co., New York, N. Y.: 

GENTLEMEN—We notice that you are to issue the American Newspaper Dire 
quarterly during 1897 and we are not quite sure whether it will be necessary for u 
nish a new rating for each issue or whether the rating furnished early in the yea 
answer for the four issues of the Directecy. We value our ratings very highly and 
not like to have a misunderstanding prevent us from being pr yperly rated. We will ¢ 
furnish the average as heretofore, if you require it. We did not know but that, where tl 
no marked change either way during the year, you would require a special average for 
edition. We notice some objections from many publishers about your manner of 
publications, and would like to say that, in our opinion, these o bjections come onl 
sublishers who are endeavoring to secure big prices for a little circulation. W ~y a 
Fisher who has anything like a decent circulation should object to giving the week 
daily average is more than we can understand. Thus far you have given us every 
tunity to get our paper properly before the readers of the Directory, and we presu ime 
have treated other publishers in the same way. If they are not rated correctly they 
blame nobody but themselves. At all events this : our experience with your 
Yours very truly, P Tue Tack Printinc Compa 

er 


Gdoou Si Dow VY 


ANSWER. 


It will not be necessary for you to furnish a new 
statement for each of the quarterly issues of the Americ 
Newspaper Directory. It will be your privilege to furni 
a statement of your actual issues between January | a1 
July 1, 1897, if you desire to do so; and if you do th 
showing actual issue for each date, adding the twenty-s 
issues together to find the total and dividing by twent 
six to learn the average, you will get credit for it in t! 
September issue of the American Newspaper Directory 
provided your statement reaches the Directory office on 0: 
before the thirty-first day of July and is signed and date: 


- ow ) Lek 


Publishers American Newspaper Directory. 


New York, April 9, 1897. 
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OF INTEREST TO 
NEWSPAPER MEN 


Office of “CREAM” PUBLISHING COMPANY. } 
BELFAST, Maine, April 5, 1897. ( 
Publishers of American Newspaper Directory, 10 Spruce Street, New York 
GENTLEMEN—If we take a page advertisement in the 
\merican Newspaper Directory for June, at $50.00, will 
e be entitled to the September and December issues of 
the Directory ? 
If we pay $10.00 for an ad, accompanying description, 
vill the ad appear in September and December issues ? 
As our magazine was born in January we should want 
to change copy for September and December if we take a 
page ad. Would we be allowed to do so without extra 
charge? Yours truly, CREAM Pubs. Co., 
™ 3y E,. F. Hlauson, Treas. 
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Answering the above letter, the publishers of the 
\merican Newspaper Directory here reply to the three 
interrogatories in order : 

First interrogatory: If we take a page advertisement 
in the American Newspaper Directory for June, at $50.00, 
will we be entitled to the September and December issues 
f the Directory ? 

Answer: Yes, you will be entitled to have your page 
ippear in the three issues, but you will not be entitled to 
any copy of the book after the June issue. 

Second interrogatory: If we pay $10.00 for an ad, 
accompanying description, will the ad appear in Septem- 
ber and December issues ? 

Answer: Yes, the advertisement will appear in the 
September and December issues without additional charge. 

Third interrogatory: If we take a page ad would we 
be allowed to change copy for the September and Decem- 
ber issues without extra charge ? 

Answer: You would probably be allowed to do so, 
but st would not be your right to demand tt, 
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This Ma 
is one cf the men who make a point of reading PRINTERS’ INK from 
first to last. Like many others of the more than 21,000 to whom 
PRINTERS’ INK goes every week he has money to spend for advertis- 
ing space in papers he thinks worth using. He reads to learn what 


is new in advertising methods and to discover whether there are un- 
covered fields in which he can profitably advertise. He believes in 





enterprise and he keeps posted in regard to papers that show enter 
prise. He judges papers a good deal by the advertising they do. It 
pays publishers to make the names and merits of their papers familiar 
to such men as this. There is no better way to reach them than 
through an advertisement in PRINTERS’ INK, 


Quarter, half and whole pages in * Printers’ Ink’’ 
are at the rate of $100 a page a time. Smaller 
advertisements are at the rate of 50 cents a line, 
or 25 cents if classified and undisplayed. 





From JOHN CUTLER, Newton, Mass. 


Ls : 

















PRINTERS’ INK, 


CRITICISED FROM THE HUB. HIS ONLY OBJECTION. 
Boston, Mass., April 13, 1897. Office of 
Evjitor of Printers’ Ink: “THe LAWYER AND CrepDIT MAN AND 
If the Pabst ads of the past, relating to Financiat Trave Press Review,’ 
“The History of Brewing Begins in Egypt, = Pub lished Monthly by 3 
and “‘ The De -velopment of Brewing Belongs THe WinsporouGH-IRvINE Co., 
to Germany,”’ were no more accurate in their 178 Fulton Street. 
illustrations than those now appearing with , . New ¥ ORK, April 7, 1897. 
* Perfection in Brewing is Reached in Amer- Editor of Printers’ Ink: - - 
ica,’”’ the value of that much-vaunted series As superintendent of the advertising mt 
is much lessened, from an artistic point of “@™*¢” and C redit Man, | See Seeee sas 
view. For example, the April ads show the ested in Printers’ Ink than in any 
tea being cast overboard ,at the Boston Tea publication that comes to my desk, an 
Party in whole chests, unbr. »%ken, whena few though my work Is essentially different fr 
minutes devoted to the history of the episode that of advertising managers general 
wouid have shown Mr. Binner that the chests 8!" each week a new idea or two that I 
were broken with the hatchets carried bythe "5S Phe only objection I have. to 
Indians, and, indeed, the tea would hardly publication is the one that my wife mab 
have been destroyed otherwise. Also in the ¢ach Wednesday evening when I a ame : 
May ad, the signal lanterns of Paul Revere plans in order to read the Little Scho 
are shown being held up, one above the ‘¢?: Yours bet | truly, 
other, by a man standing on the ledge of a T aes Ww regu ay Gu-IRV INE ( 
church steeple, resembling the steeple of B. A. Buttock, Advertising Manag: 
Christ (or North) Church about as little as ; “" RY 
possible! Fifty centsexpended in a photo- HE IS OR RY. 
graph of the church, and five minutes in a Office of the ; 
looking up the history would have greatly PHILLIPS PHONOGRAPH. 
improved the artistic expression of this con- J. W. Bracket, Publisher 
ception, also. Mr. Binner should beware, _ Puitiips, Me., April 9, 1897. 
lest he arm the yeomen at Bunker Hill with 2d. American Newspaper lirectory 
repeating rifles. Yours very truly, - I regret very much your decision t 
Marcu G. Bennetr. continue the guarantee of circulati 
+> newspapers appearing in your Direct 
HE HAS A RIGHT TO DO So. When referring to the circulation of t! 
Office of the Phonograph as the largest in the « t 
‘ ial + enn 9 using the American Newspaper Direct 
lowa § TATE 4 evens s + guarantee as reference, as | have frequent 
Fay Broruers, Pubiishers : | done, the statement has been unquesti¢ ne 
, Ciinton, lowa, April 2, 1897. J The " puarantee has been a clincher in t 
Editor of Printers’ Ink: matter of newspaper circulations, and | 
An advertiser who is covering several very sorry that you contemplate disconti 
of the Northwestern States has inserted jing it. Yours very truly 
in his contracts, ** ( irc ulation copies, J. W. BRACKET1 
each issue gu: aranteed.’ Now he proposes ——_—+ + - ——— 
to enforce this guarantee, and when the THE DAILY NEWSPAPER. 
bills come in will send each paper a blank, The more experienced and most succes 
similar to those you have for a state- advertisers have come to look upon the d 
ment for the directory, in which he will in- newspapers as the most reliable mean 
sist that the publisher give a detailed state- which to make known to the public that tl 
ment of each issue, or at least satisfy him are in business 
that the contract has been fully complied —< > 2 
with before payment is mz ey If the actual ILLUSTRATED EXPRESSION. 
circulation runs much below the guarantee, 
then he intends to cut the a e pro rata with 
what he was promised. We can imagine 
there will be a big how] from a number of 
the newspaper men who have guaranteed 
two or three times what they really have, 
but we think that the advertiser is doing 
perfectly right, and if the same thing was 
followed by other advertisers, the paper with 
a legitimate circulation would more likely 
get its honest dues than when it has to com- 
pete with the circulation liars. 
Respectfully, Fay Bros. 
“<e 
IN CHICAGO, 
Cuicaco, April 9, 1897. 
Editor of Printers’ INK: 
rhis ad appeared in the Sunday Tribune: 
**If business is bad, consult lawye rout ider- 
standing assis gnme nts ; confidential." “Tues- 
day is shoe day,”’ an advertiser eu AF ao 
puts it. When a crowd gathers iowa town, 
it is not long before some one seizes the op- 
portunity to distribute cards or booklets 
among the people. C. E. Stvern 
- te 
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GOOD ADVICE, 
Do not put in your advertisement anything “ : 
that you would not yourself believe if you FOLLOWING OUT HIS OWN IDEAS 
elsewhere, — St. Louis Post-Dispatch 
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AN EXHIBITION TRAIN. 
Arrangements are being perfected for 
1ipping a train of white vestibuled palace 

irs, which will make a tour of the Sebo 
ring the spring with the exhibits of lead- 
manufacturers of New York and Phila- 
phia. The train is to be known as the 
Association Manufacturers’ and Trade 
ecial.’’ It will be composed of twelve 
one a hotel car, one a baggage car, and 
other ten will be devoted to exhibition 
poses. ‘he route includes 115 cities, 
ging in size from ten thousand inhabitants 
vard, the most westerly point being To- 
a, Kan., the most northerly Stillwater, 
, and the most southerly St. Louis. Ad- 
yn to the exhibition will be free. 
is proposed to have the displays open to 
general public during the afternoon and 
ing, the morning being devoted only to 
reception of those to whom the exhibitors 
special admission tickets, This will en- 
manufacturers to place before custom- 
and prospective customers the samples of 
wares in such a manner that they can 
urefully examined, and all exhibitors 
desire have the privileges of sending 
h their exhibits attendants to explain 
1. The details in other respects have 
carefully looked after, and the plan 
is to have many desirable features. 
»se who hope, however, that this method 
liciting trade is going to displace the 
sling salesman to any extent, and make 
work less useful, are pretty certain to be 
ly mistaken. You can invite a man to 
the exhibits, but what if | he does not 
n it worth his while todo so? The travel- 
man sells far more goods tothose who are 
first inclined to dismiss him with slight 
rtesy and insist that they are “full up”’ 
an he does to those who are waiting to 
greet him with outstretched hand and a list 
what they are in need of. The personal 
ation cannot be eliminated from business, 
many have had occasion to learn to their 
s who have tried to substitute other meth- 
s in place of the traveling solicitor. 
Chere is every reason, however, why much 
1 will come from this rts | novel ex- 
t. That it will be =a 1 worth visiting no 
an doubt, and that those who patronize 
t will receive an adequate return for the 
essary expenditure it is fair to suppose.— 
hoe and Leather Facts. 


ABSORPTION OF IDEAS. 

Be like a sponge. Absorb ideas from 
-rybody with whom you come in contact. 
1 can learn something from the humblest, 
ne crude facts if not some ideas. The 

an who is himself the all-sufficient source 

his own knowledge cannot expect to kee 
reast of the progression in his on of busi- 
s. He is a shrewd business man who is 
er taking in but never giving out informa- 
One of the largest carpet mills in this 
intry was started from a tip given by an 
cent solicitor for foreign carpet manu- 
urers. He carelessly announced a plan 
his employers to start carpet mills in this 
intry. He was soliciting business from 
¢ man, who turned out to be a future com- 
itor. This man had a habit of giving an 
sl to every solicitor who called, and 
always turned the conversation in such a 
vay that he learned something of more or 
ss value, He never let anything good get 
away from him. He was never too old to 
earn. So the successful business man is in 
ne sense a bundle of hooks and eyes.—Ad- 

vertising Experience. 


INK. 
EVEN BOOTBLACKS “ AGITATE.” 


The desire to regulate other oy busi- 
ness appears to have descended even to the 
bootblacks, as the following item he the 
Boot and Shoe Recorder indicates : 

“ Free trade in shoe shines has come under 
the ban of the Salt Lake City, Utah, Boot 
black Association. John Baggett, formerly 
of Company D, Twenty-fourth Infantry, is 
president of the brush wielders’ org: anization 
and will shortly preside at a meeting at 
which formal action will be taken against 
the retail shoe stores on account of the free 
shines during the summer months which the 
latter give. In San Francisco the practice is 
common, and is considered not only an in 
ducement for trade, but a great accommoda- 
tion for regular customers. Ladies, particu 
larly,on their sh /pping tours take advantage 
of the retirement that these stands afford 
and have the dust removed from their shoes, 
while men to whom a daily shine is an expen 
sive luxury, are not backward in using the 
free tic — The bootblacks rea that 
they lose any a dime on account of the free 


stand avy and propose to rise up against it.’ 
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A MATTER OF NECESSITY. 

“How did y 

pronounced vegetarian ?’ 
inhabitant. 

All my subscribers paid 

plied the c ng edit r.—FYonhes 

man, Yonkers, 


NAMES OF ADVERTISED ARTICLES 

The name of an advertised 
always be simple and capable 
remembered. Otherwise the intending pur 
chaser, while remembering the article, 
forget the name, es _ sale be | lost. 


h a 
oldest 


yu hap pen to bec 
asked the 


suc 


me 


that way,” 
ofates 


re- 


article sh Id 


of being easily 


will 


Advertisements under thi 8 head two lines or more 
without display, 25 cents a line. Must be 
handed in one week in advance 
WANTS. 

7 OU want type and peneee, machinery. See 

ad No. | under“ For Sale.” Just what you 

want in eighteen cities. 

Vy 482 Printers to try our half-tones. 1 
col., $1; 2 cols., $2. BUCHER ENGRAV 

ING CO., Columbus, Ohio 

W ANTED—More printing from the class of 
peop le willing to pay for the best. WM 

JOHNSTON, 10 Spruce St., N. Y. 

Ww ANTED—Cuts for hardware 
ond- hand. Must be cheap as dirt 

proofs to JOHN M. HOUCK, Lenoir, N. ¢ 

“ee RTISER’S ADVISER avoids risk and 

,~0oms businens. Particulars free PROF 

ANDERS IN, P. 1, 47, Masonic Temple, Chicago. 

Ww ANTED—To purchase for spot cash, a pay 
ing Republican newspaper in county seat 

town. Address, with full particulars, A.8 

840 West William St., 

\ ’ ANTE D—By an experienced advertising man 
position with large 


catalogue, sec- 
send 


Decatur, 


0ds8 OF 
and 
Printers 


store. 
order man. 
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kind. 


dry f° 
Am also a first-class cata ogre 


Address * D. 


E buy books, pictures, patented novelties, 
etc., in job lots for cash. Send sample, any 
You can have the sampl e back if we do not 


trade. DIXIANA MEDICINE CoO., Sheffield, Ala, 
its,” a ss sil 


| BEE “Our Prints,” a series of six little 

houette cuts for advertising a printing of 
fice. Se lling wherever seen. See what PRINT 

says about them in issue of March 17 

Get them before some one else in your town does. 
The six cuts, electros, mail free, to any one send- 
ing sixty cents in stamps fora trial yearly sub- 
scription to THE ADVERTISING WORLD. Regular 
— 7 tion price o », TH cents. Ad- 


r alone 
ADVERTISING WORLD, Columbus, O, 








PRINTE 


I ALF-TONES FREF—Send for our proposition 
to newspapers and printers. If you are us 
ing or expect to use half-tones during the next 
it will pay you to investigate this at once 
offer will soon be withdrawn. Address THE 
‘ADV ERTISING WORLD, Columbus, Ohio This 
proposition only to newspapers and printers. 


| pEt *>ARTMENT STORES— We have prepared a 
little booklet, entitled “Money Makers,” 
which we would like to send to the advertising 
manager of every department and dry goods 
store in the country t tells about a series of 
small cuts we are issuing, designed especially for 
their advertising. It tells of a plan we have for 
supplying our customers with cuts of any imag 
inable article they may want to advertise—and 
at no more cost than ordinary stock electros. Our 
time is at your service to answer inquiries that 
are written on firm’s stationery. HARPEK IL 
LUSTRATING SYNDICATE, Columbus, Ohio. 


-_ o> 
BILLPOSTING AND DISTRIBUTING. 
\W E put up signs and distribute circulars. LU 
yERNE ADV. CO., Hazleton, Pa. 
a 
PRESS CLIPPINGS 
\ ANHATTAN PRESS CLIPPING BUREAU, No 
i 2 West i4th St., N. Y Press Clippings for 
rade journals ; all subjects ; best facilities. 
++ 
ADVERTISING AGENCIES. 
i you wish to advertise anything anywhere 
at any time, write to the GEO. P. ROWELI 
ADVERTISING Co., 10 Spruce St., New Yor®? 
<e ——— 
SPECIAL AGENTS. 

F you are thinking about having your paper 
represented in the Eastern advertising fie 
consult H. D. LA COSTE, 38 Park Row, New York. 

Speciai Newspaper Representative 

STEREOTYPING MACHINERY. 
QT! KEOTYPE machinery. Potter job stereo 
b typing outfit is practical ; type always ¢ old, 
no beating witha brush, Se nd for book. B. I 
CURTIS, 134 Leonard S8t., New York. 

o> 
SUPPLIES. 

yas BIBRER’S 

Printers’ Rollers 


INC for etching. BRUCE & COOK, 190 Water 
4 Street, New York 

KY ERYTHING for the printer best s nd cheap- 
4 est. See ad No. 1 under “ For Sale. 


Rd PAPER is printed with ink manufact 

ured by the W. D. WILSON PRINTING INK 
CO., L't’d, 10 Spruce 8t., New York. Special prices 
to cash buyers. 


——_ +o ——_ 
ADVERTISING NOVELTIES. 
MPROVED, condensed calendars; cheap, at- 


tractive adve wees ene nt. 10,000 note-heads, $9. 
V. lL. AARON PTG. , 359 Dearborn St., Chicago. 


bt ds LLOW KID—Send for sample and price of 
the best yellow kid advertising novelty in 
existence. K-very one wants one. BOSTON TAPE 
MFG. CO., 21 Hawley St., Boston, Mass. 

pe the purpose of inviting announcements 
f Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar. 

— +o 
PRINTERS, 
6 Nie LOTUS PRESS, artistic printers, 140 W. 
23d St., N. Y. City. Send for our booklet. 

hs 2 catalogues and other printing. NEELY 
PTG. CO., Muncie, Ind. Estimates furnished. 


To WHEATLEY CATALOGUE COMBINA 
ON. Home Life es New York. (Fac- 

tory, 201-213 East 12th 8 

WE do neat, plain, attractive printing. Cata 

logues, booklets, pamphlets, circulars, 

ecards, ete., executed in the finest style. When 

you want a good job—one that you want 

to look at and read—come to ‘us. PR 

INK PRESS, 10 Spruce St., New York. 


RS’ INK. 


MAILING MACHINES 


‘HE Matchless Mailer ; best and cheape 
REV. ALEXANDER DICK, Meridia: 


£ ie TON mailer, $20; quic kest, slickes 
ur Ecc 


mailing a pleas 
Paster makes wrapping 
time ; $4and up. AMERIC 
CO, See addresses in ad N« 
el 


snomy wi 
saves } 
FO 


PATENT ATTORNEYS. 


DATENTS, trade-marks, designs. Ha 
mechanical idea that no one else ha 
oft Describe itto me. We will file a 
letters patent. Protection and monoy 
two things that are then given you. Ha 
good thingt Something that sells. A1 
of tobacco, toilet article or medical 
Place it on the market under a trade 


you have the sole right to use 
and one articles manufactured 


In the 


new de 


constantly being made and others d 
them, Protect your designs by register 
your bx 


you how. wef aes your ads 
you have saic z 
put before, protect it. This mu 


It is Pp iblished. Do not fear to wr 


something better than it 


t be de 
te 


are here at headquarters; want y 


Offer no inductinens ag ae 
skill, No prizes. M. H. 
“or 


t 


y 
ashi 


{DDRESSES AND ADDRESS! 


3) FRESH agents’ names, 
DOO med paper, for 25c. V 
ADV. CO., Dexter, Me 


T 
\ 


rinted 
M. Cl 


WE will mail circulars, 8x10 or le 
t 


own, t res 1 agents 


for &2 1p. 
Writ us. No humbug. W.M. CROWEL! 


, Dexter, Me. 


\. O00 NAMES and addresses of act 
eral advertisers, adverti 

and advertising solicitors in mail 

to cut into strips for use on mailing 

This is the selected list of a special ager 

experience fill carry your sample « 


advertising — r to the people 
active general advertisers, and 
solicitors who arrange and plac 
This list will be issued regularly 


date. Its use will save many ti ‘ 
quantity of advertising matter necessary t« 


the field, cost of addressing, 
by mail on receipt * _ 
copies of same issu 


who ‘ 
the age 
thei 
and ke 
mes i 


One 


s ‘ m, Oo 
each. ROY V.S ME n VIL L 4! " nio 


New York City 


ADVERTISING MEI 


IA 


H ARDWARE DEALEKS’ MAGAZINE. 


4( WORDS, 5 times, 25 cts 


ENTERPI 


Brockton, Mass. Cire ulatic yn 7,00 


DVERTISEE at IDE, New agi N 


4 line. Cire’n 3,000. Close 


( ) RAND RAPIDS DEMOCRAT 


h mpl 


leading pape 


Mich. outside Detroit. LA COSTE, New 


a mS person advertising 


INTEI 


the amount of $1 ent tled to re 


the paper for one year. 


; 


| ARGEST circulation of any daily new 
4 Bi 


in Williamsport, the GazeTt 


E an 


6,000 D., 4,000 W. LA COSTE, New York 


I AYTON (Ohio Monsmne Times and Ev 


NEWS, 14,000 daily, ate a 


“want 


erly advertised goods ‘L A COSTE, New 


YHE PIQUA CALL “ wants”? 
want results. Larger cir« 


advertiser 


than a 


Piqua dailies combined. LA COSTE, New Y 


EADING newspapers in Southwesterr 
4 (outside Cincinnati), Dayton MORNIN« 


and EVENING NEws, 14,000 daily 


LA COST! 


T= TIMES-UNION reaches not only the 
ple of Albany but reaches out to a 

towns and hamlets within a radius of 100n 
Albany, where it is read every afternoon by t 


thrifty people who dwell therein 
HN 


for advertising purposes. JO 
editor and proprietor, Albany, N. 


It is unequal 
H. FARRELI 





PRINTERS INK. 


MAIL ORDERS. k ST. FLMO LEWIS, Mer. THE ADVERTIS 
4e ERS’ AGENCY, Pe wutual Bidg., Phila 
OW to make money in the mail order bnst 
H ness Address T. J. CAREY & CvU., Pub the WHEATLEY CATALOGUE COMBINA 
ers, 22 City Hall Place, New York TION; high-grade business-bringing cata 
o—_~ logues. Home Lite Building, New York 


ILLUSTRATORS AND ILLUSTRATIONS ‘HE only writer of exclusively medical ar 
drug advertising Advice or samples [ree 
RMULA for making chalk plates, elastic ULYSseS G. MANNING, South Bend 
act. glueand embossing 1 2 cents 
W. SWARTZ, Goshen, Ind ( ALL on manager of nearest branch AM 
\k your own cut Sim] ey. eure TYPEFOUN DEL! O., addre aS per 
> : = ete " Se - 1 or Sale d get poster 
\| ne te on guaranteed. Formula, 50 cts No. 1 under “ For Sal and get posted 
W. SWAKTZ, Goshen, Ind \ ¥ little booklet He s what 1 
> 4 the u pay me f md Vice 
FOR SALI CHAKLES AUSTEN BA TES. Vanderbilt Bi dg N.Y 


ad No. 1 STAN DIXEY, writer of advertising. Any 
ad Ww? pees sending me two advertisements of 
their business I will criticise them free of 
ampbell pony press, 20x24 inches, quad- ¢ on 1) Nassau St., New York 
ruple fountain Address W. F. WEBER, 
nd du Lac, Wis. oe the borders and type used in PRINTERS’ 
‘ 4 INK are at the disposal of people who have 
OR SALE—Best paying daily and weekly in their advertisements put in type by me WM 
Ohio, Publish all city and county official j.j)4NSTON, Mgr. Printers’ Ink Press, 10 Spruce 
rtising. Only Democratic papers incity Of gt New York City 
1), county of 80,000. Address “ M, 8. M.,” care 7 
ters’ Ink ] pix! Y’S PROVERBIAL PHILOSOPHY 
SALE—Old established Republican daily ‘ ——— hat oo ge oo age" (Porte 
and t newspaper and job plant in guese harp littte SS Say chop-choy 
; “vork O00 cs bal n Chopping into public attention brings business 
— - 2 cash, Dalance OD WOLSTAN DIXKY, Writer of Advertising, 160 
terms. Good reasons for selling. Address N St.. New ¥ 6 
RINT,” care Printers’ Ink. Nassau St., New York 


STRANDER-SEYMOUR Pony-Web Perfecting C= wa or the biggest booklet hit of the year 
) Presses sold at moderate prices on reason sk Lewis about it 
st the press for publishers whose 50,000 rr them already gone. 2,000 more are 
t low. AMERICAN TYPE FOUND. ready 
s’CO. See addresses in ad No. 1 below. Write on your business letter-head to MI 
LEWIS, Manager The Advertisers’ Agency, Phi 
About 5,000 pounds of brevier old adelphia and Buffak 
ght point) and eigt 
little usec land prac ‘ q ivertisements to make the 
Care Der eee in quant out and rnishing one or more electrotypes 
u FARM IMPLEMENT of same is i n which I am unapproached by 
; Madison St., Chicago. y other prir The magazines each mont 
numerous samples of my work 
NO, 1—We sell more type and printers’ ma our next adv ie it be for an inch or a 
re a a Ea mgs oy a cana I can suit you WM. JOHNSTON, Met 
ns, because < arge purchases enable us to ~ ag Td. 
right and sell to the advantage of our cus rinter “Ink Pre ee 8t., N. ¥. City 
Why buy the second best when the best ~ MILLIONS of business a year 
no moret Buy outfits complete and e Pretty big sum of n y, isn’t it? 
y and ome aut RICAN TY!I AlPMade by good advertising of good goods too 
Ss’ CO., B Congress ; New Pretty good men who can do that f 
, Rose & Duane Philade ip .~ 606 Sansom Pretty shrewd men! 
Frederick & Wate uffa 8 i . 





Pittsburg, } Third we Cleveiand, 4 : 
r & Ontario incinnati, 17 Long ; ta an a ahn . adwe 
. dl Monroe; Milwaukee . may } ask Lewis about your adver 
a, Foust & Flan; Minesnpeds, 8 Write MR. LEWIS, Manager The Advertisers 
ss elaware maha ow “ lade ms Su ~ 
ver 1616 Blake ; Portland, Second & Stark, 4&¢2¢Y, Philadelphia and Buffalo. 
San Francisco, 405 Sansome. M R. MILTON ¢ AMI BELL, president of the H 
oa 4 K. Mulford pharmacentics al chemists 
1DVERTISEMENT CONSTRUCTORS said in a recer 
ur antitoxin r t 
"LARENCE F CHATFIELD, 210 Front St., tical and eminer atis ry.”” Thus another 
Owego, Tioga Co y firm who were 
. . > Ask Lewis alx t 
he FECTIVE advertising. E. A, WHEATLEY, Before inve 4 mney in advertising increas 
4 27 Broadway, New York. ed the selling force of their ads. Mr. Lewis has 
Ie A. WHEATLEY, Specialist in Advertising, ! tas et Me harge of all the Mulford Company’s 
p 5 at N , advertisi 
~ proadway ow 3 Ask Lewis about your advertising 
( \ILLAM & SHAUGHNESSY, Advertisers, 623 & He is ‘Maner rof The Advertisers’ Agency, 
1 624 Temple Court, New York. Write Philadelphia and Buffalo 


confidential | 


My relations with clients are strictly confid 


They may consult me freely 

tance upon which they need help. d nfine 
advertising. I can help on any busin sroblem 
TIAL SYMPTOM BLANK ’’ (cop) > ll show what 


of course. 
CHARLES AUSTIN BATES, 
Pioae, S6vine, Wetting and Vanderbilt Building, N. Y. 


Illustrating for Advertisers. 


: 
| 
¢ 








PRINTERS’ INK. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t@ Issued every Wednesday. Ten cents a copy. 
Subscription price, five dollars, year, in advance. 
Six dollars a hundred. No back numbers. 

(# For ten dollars, paid in vance, a ‘receipt 
will be given, re ee paid su bseription from 
date to (January Ist, 1901) the ond of the century. 

te Being pr nted from plates, it is always 
possible to me. a new edition of five hundred 
copies for $30, or a larger number at same rate. 

eo Publishers « desiring to subscribe for PRint- 

ERs’ InK for the benefit of advg rons may, 

“ a pe obtain special confidential terms. 

f any person who has not paid for it is re- 

ce he PRINTERS’ INK it is because some one has 

subscribed in his name. Every peper is stopped 
at the expiration of the time paid 


Oscar HEerzBerG, Managing Editor. 
Prrer Doucan, Manager of Advertising and 
Subscription Department. 

No. 1c 


New York Orrices : Spruce Streer. 


Lonvon Acent, F. W. Sears, 108 Fleet St. 
NEW YORK, APRIL 21, 





1897. 
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THE newspaper brings together the 
wide-awake buyer and the wide-awake 
merchant. 


AN advertisement doesn’t need an 
introduction. It should go straight to 
the point without any equivocation. 


LET your rivals pay their own ad- 
vertising bills. Don’t use your space 
to advertise them by mentioning them. 


Ir is of advantage to an advertiser 
to have some one specialty with which 
his name can always be connected in 
the public mind. 


THE Salt Lake City Daily Tribune 
had an average daily circulation during 
1896 of 8,177—the largest accorded to 
any paper in Utah. Its Sunday aver- 
age was II,796. 


PRINTERS’ INK is always pleased to 
examine unsolicited manuscripts, and 
to pay for those it finds available. 
Short editorial paragraphs and articles 
not exceeding 800 words, or interviews 
not exceeding 1,200 words, are de- 
sired. Payment is made upon accept- 
ance, within 48 hours after receipt of 
manuscript ; or, if unavailable, it is 
returned within that time. 


OnE of the first things to be striven 
for in the appearance of an advertise- 
ment is distinctiveness. Some one 
particular style of type and display 
should be adopted and carried consist- 
ently through the whole advertisement 
and all of the advertisements. The ad 
should be arranged systematically, so 
that readers may find out what it is 
all about as quickly as possible. 


OnE of the neatest looking daily 
pers in the country is the Readi 


(Pa. ) Eagle. 


EVEN the monthly magazines 
catching on to and adopting the ev 
practices of the daily papers. ‘1 
Brooklyn Zagle long printed at t 
head of its columns: ‘ This pay 
has a larger circulation than any ot! 
evening paper in the United States 
although the Evening World, w 
several times as large’ a daily out; 
is published only a mile away ; a1 
now comes the Cosmopolitan Magazin 
with a circulation large enoy 
Heaven knows, but claiming ‘‘T! 
largest clientele of intelligent, thought 
ful readers reached by any periodica 
daily, weekly or monthly, in the 
world.” 


THE Little Schoolmaster happen¢ 
to be standing by the other day wh: 
an advertiser was discussing an est 
mate handed in by an advertisi1 
agent for a whole lot of religious | 
pers. PRINTERS’ INK understood 
instructions to have been to give qu 
tions on al] the religious papers tha 
are credited by the Am:-ican News; 
per Directory with printing more tha 
ten thousand copies. The number 
papers in the pile was said to be exa: 
ly sixty. After the two had compar: 
the papers and the price for awhi 
the advertiser said : ‘‘ Why, the reli; 
ious papers don’t look prosperous an 
more—do they?” And the agent r 
sponded : ‘* Well, no, they don’t. T! 
fact is that their prices are too hig 
now for the circulation.” 


One of the most practical and inte 
ligent among New York publisher 
tells PRINTERS’ INK that papers lik 
the Morning Journal can be produce 
at an actual cost for paper and pres 
work of not exceeding $40 per ton 
A ton contains 12,800 copies of t! 
paper, which, when sold to dealers at 
one-half a cent a copy, net the pul 
lishers $64. Deducting $40 from $64 
we have $24 as the gain on 12,80 
copies. As the circulation of th 


Journal is about 20 times 12,800, mu! 


tiplying $24 by 20 gives us $480 a: 
one day’s gain. In 313 days, or one 
year (not including Sundays), the gain 
would be 313 times $480, or baa 240 
for a year for profit on circulation 
The advertising should pay editorial 
expenses and produce as much as $150,- 
000 additional profit—even more. 





PRINTERS’ 


Tue Brattleboro Phenix had an 
ictual average circulation during 1896 
f 4,470. No other paper in Vermont 


furnished a yearly detailed statement 
,owing so large an edition. 


AN advertiser who pays more than 
$20,000 a month for advertising in New 
York City papers, who for prudential 

asons is unwilling to have his name 
printed here, says that such examina- 

m as he has been able to make con- 

nces him that the average circulation 

the New York 7Z7ridune is about 
20,000 copies daily. The impression 
nveyed at the office of the 77idune 
that the average daily sale is about 

000 copies. PRINTERS’ INK, from 

fting all information at its command, 

is been prepared to believe that the 
ibune's average daily sale is about 
25,000 copies, but Mr. Hall, who is 
business manager of the 77idune, 

1 has better facilities for knowing 

in anybody except the pressman, as- 

res PRINTERS’ INK that the smallest 
ue of the 77zdune in a year has ex- 
eded 38,000 copies. Considering 

character of the 77ridune’s readers 
is is a very great and valuable circu- 
tion—a circulation larger than that 
oyed by the Evening /ostand nearly 
large as that of the Brooklyn Zag/e. 


A REPRESENTATIVE of PRINTERS’ 
NK, who recently interviewed Mr. 
\rtemas Ward, the advertising man- 
ger of Sapolio, reports Mr. Ward as 
ying that if he saw the advertise- 

nt of the Royal Baking Powder in 

Chicago daily Mews or in the 
Home Journal, he would not 
that account assume that these 
blications had allowed the Baking 
Powder Company the agent’s commis- 

n. It is an interesting fact that the 

vertisements of the Royal Baking 

wder Co. have not appeared in the 
Chicago daily Mews or in the Ladies’ 
me Journal for years, and the rea- 

n why is simply that these two pub- 

ations refuse to allow an agent’s 

mmission to anybody who is not an 
lvertising agent, and the Royal Bak- 

g Powder people will not place their 

vertisements in any paper that will 

‘t allow them the agent’s commis- 

m. These two publications are, it 

believed, the only ones in America 

at will not grant a large advertiser 

e agent’s commission when he in- 
sts upon it, This is interesting if 
true 


T 


} , 
141€S 
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THERE is only one way of judging 
advertising, and that is by the results 
it brings—not results in attention or 
inquiries or answers—but in cash. 


Mr. F. G. Bryson, an intelligent 
and observant journalist and secretary 
of the New York Newspaper Union, 
134 Leonard street, remarked to a 
friend that last Saturday evening, as he 
was seeing a passenger on board a 
train in the Grand Central depot at 11 
o'clock, his attention was attracted to 
the large number of newspapers which 
were being sent off on the same train 
—the packages addressed to news 
agents in various towns. Investigation 
proved that these packages contained 
New York Sunday newspapers, and he 
was puzzled to know how newspapers 
printed Sunday morning could be de- 
livered at 11 o’clock Saturday night. 
President Beals, of the N. Y. N. U., 
explained this by saying that the Sun- 
day papers were so large certain forms 
were made up, printed and shipped on 
Saturday. The remaining forms, con- 
taining latest news, were printed and 
sent out the next morning. Upon re- 
ceipt of the latter the news companies 
made up and delivered to their cus- 
tomers a complete paper. 


THRE are eight daily newspapers 
in Montreal—four of them published 
in the French language. Three show 
their actual average issue curing 1896 
to have been as follows: 

La Presse 

Witness 

Gazette. oe eee eee 7,394 
The Herald is so much opposed to 
furnishing any information concerning 
the number of copies printed that the 
editor of the Directory has thought 
best to rate it ‘‘ X,’’ which means ‘‘in 
doubt,” but in the editor’s mind the 
Herald does not issue any very great 
edition. La Minerve was rated as ex- 
ceeding 2,250 in 1895, Za Patri: 
ceeding 4,000 and Le Monde exceed 
ing 7,500. The Star seems to prefei 
letting the 1895 figures (accorded 
41,543 in 1895) stand to giving any 
later information. La Presse has un- 
doubtedly the largest daily circulation 
in Canada. It is the organ of the 
French-speaking Canadians, and many 
of those who emigrate to the United 
States continue to read La Presse. 
There are several New England manu- 
facturing towns in which Za Presse 
has from one to two hundred subscrib- 
ers. 


as ex- 
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A REPRESENTATIVE of PRINTERS’ 
INK is in Boston investigating the 
news-stand circulation of the daily 


papers published there. During his 





first day’s work he visited fourteen 
stands and learned that the sales were 
as follows: 
MORNING PAPERS 
a, SE RT Ce ae - 768 
Globe. eeccece 607 
NN «0:6:6b669seees 408 voueesen 43 
. | Serre ° ° 9 
CE ee ne ee 86 
EVENING PAPERS 
eee sepeceoeee 607 
RES oacoxace Le Sige 474 
EEE PP Beer ere ey 232 
Herald..... 2 
Journal ro 
Y 
lranscript. piacaieinathieoumeranae o 
The investigation will be entendall 
to one hundred stands, and the partic- 


ulars learned will be given place in 
these pages at a later date. From the 
progress already made it becomes evi- 
dent that advertisers may expect some 
surprises when the final report appears. 
Enough is already revealed to partly 
explain the earnest opposition by the 
handsome and talented Mr. O'Meara, 
manager of the Boston Journal, to al- 
lowing the editor of the American 
Newspaper Directory the conferenc« 


he asked at the convention of the 
American Newspaper Publishers’ As- 
sociation at the Hoffman House, New 


York, in February last. 
o> 
ASSUME A VIRTUE IF YOU HAVE 
IT NOT . — Shakespeare. 
Quantity in circulation without quait y 
may be of very little account, but qual lity 
without quantity is of no account at all. 


Printers’ Ink 

The pul lisher who relies upon the quality 
of his paper, exhibiting that and keeping se 
cret the quantity, comes pretty near imitat 
ing those people of another sort who conduct 
a business sometimes described as a confi- 


dence game Printers’ Ink 

Commenting on the assertion of a ne wspa- 
per directory editor that many religious 
journals make deceptive statements about 
their circulation, the Waterbury American 
says: ‘*Our experience with some of the 
editors of newspaper directories is such as 
to make us think that they are not good 
judges of truth. If the religious editors 


misrepresent in their reports to the newspa- 
per directories more than the newspaper di- 
rectories misrepresent the secular journals 
which make no report, then they are liars, 
indeed.”’ York Tribune, April 12, 
1897. 

The editor of the American News- 
paper Directory says that, as a rule, 
the most misrepresentation about cir- 
culation emanates from the offices of 


— Ve 


newspapers that claim to be possessed 
of the very highest standard of value. 





PRINTERS’ INK. 


THE writing of advertising n 
is usually the cakest link in y 
would otherwise be a strong adv 


ing chain, 


Five of the six daily 
published in Toronto 
statements showing actual averag 
culation during 1896 as follows: 


newsp 
furnish y« 


- veni g News 4 

M, cil all RMNIIG sc cctececnce 

Evening Telegram........... I 
I e6Kntednteevisnse% onde 2t, 


The remaining daily—Zvenin, 





—reported an edition of 5,500 
1895. The weekly Géodée printe 
average edition during 1896 of 23 
and the weekly J/ai/ and En 
24,256. 
ampuneinnnianain 


SECOND-HAND LETTERS 
THEIR COMMERCIAL VALUE. 


Union STATION 


Pirtsst 





RG, Pa., April 7, 1897 
Editor of PRINTERS’ INK: 

I dislike very much to ask for any 
time fora mere favor, but I don’t kr 
whom else to go who may be as capa 
giving mea reliable answer as yourse 

I have an opportunity of pure 
letters written by several thousand 
men in answer to advertisements I 
of recent date, representing some t 
dozen trades and professions and 1 
p ssibly 3,000 to each trade 

I would like to know whether the 
would have any commercial value if 





printed inconvenient form. Woul 
pay me to purchase and go to the exper 
printing and advertising them? Can s 
the original letter for each name. | 
kind as to answer as soon as ~ ssible 

1 


can get them before any one else 
Resp’y, T. S. McCi 
Names of people 
advertisements are of s 
commercial value, this value | 
determined by the demand and 
facilities that exist for supplying 
rhere are quite a number of peo} 
the United States who make a 
in dealing insuch names. The n 
would have no commercial value 
neatly printed in convenient for 
What the purchasers want is not 
names, but the use of the letters th« 
selves. Mr. Stanley Day, the a 
tising agent of New Market, N. J 
an authority on the value of such 
ters, and on application will prol 


who “i 
swered 


indicate to Mr. McClintock whet 
the lists he has in mind are of va 
The value decreases, of course, 


older they until eventually 
they are good for is that they n 


excellent material with which to st 
a fire. k 


get, 





PRINTERS’ INK 
) SINNERS HAVE REPENTED. MONI 


KALAMA 
f PRINT 


Brown, 
knows 


th 
not dar 
se the paper would 
it. The only we 


1 
tement ever got there 


never was tft 


betwe 


1 that e during heavy 
he 


S sai 
nading, when a shout cannot 
a sharp little whistle will catch 

tha age 


THE philosopher’s stone—advertis- 


attention. It is often so w 
rp little ad pitched in an original 


key. ing. 
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KENNEDY’S GREAT WANT. 


Mar in, Texas, April 3, 1897. 
Editor of Printers’ Ink: 

I want a good work on advertising—prac- 
tical advertising—of theoretical, and I want 
the dest. Will you kindly suggest the work 
I want? Yours very truly, 

J. M. Kennepy. 

There are two books which Mr. 
Kennedy might do well to secure and 
familiarize himself with. One is 
‘*Good Advertising,”’ published by 
Charles Austin Bates, well known to 
readers of PRINTERS’ INK ; the other 
is ‘‘ Fowler’s Publicity,” issued by N. 
C. Fowler, Jr.,a gentleman well known 
to Mr. Fowler. PRINTERS’ INK com- 
municated with Messrs. Bates and 
Fowler, asking each to tell why it 
would pay any One to buy ‘‘ Good Ad- 
vertising ” or ‘‘Fowler’s Publicity,” 
and in reply the gentlemen responded 
as follows: 


In reply to your question as to why any 
bedy should buy my book, ** Good Advertis- 
ing,’’ would say that I believe it is the most 
practical book that has been published on the 
subject. It is practical because four-fifths of 
it is made up of definite questions that have 
been asked me by practical business men and 
my answers to these questions. 

t is not a theoretical book in any sense of 
the word. I think there is no question that 
can come to the retail advertiser that is not 
covered in this book. It may not appear to 
be under the proper heading, and the man 
who expects to mz _ the best use of my book 
will have to read it all. The clothing man 
can’t find all the information he wants under 
the heading of ** Advertising a Clothing 
Store.” He will probably get just as much 
information from reading the chapters on 
jewelry or dentistry or cigars. Yours very 
truly, CHARLES AusTIN BaTEs. 

132 Nassau street. 


You ask me why it will pay any oneto buy 
= Fowler’ s Publicity. 

‘ Fowler’s Publicity ”’ contains 1,024 large 
pages and 1,600 illustrations of forms of ad- 
vertising. 

It is the only book on advertising and 
printing written by one who has no connec- 
tion whatever with any agency or printing es- 
tablishment. 

Besides what I write, the book contains 
articles by 265 of the world’s successes, men 
who have made money and who have adver- 
tised. These men altogether represent a 
combined capital and investment estimated 
at six thousand millions of dollars, with an 
annual business of three thousand millions of 
dollars. Among these men are the successes 
of nearly every civilized nation, These men 
for the first time tell how they made ad- 
vertising pay. I consider the individual and 
composite advice and suggestions of these 
men, irrespective of what I write, as prac- 
tically invaluable to every man who does 
ox a: for a living. Sincerely yours, 

. C. Fow rer, Jr., Tribune Building. 


Ms. Bates’ book costs $5, and may 
be had now. Mr. Fowler’s book will 
cost $15, and will be out by the time 
this meets Mr, Kennedy’s eye. 


DAILY PAPERS oa WEEKLY 
PAPER 


The Little Schoolmaster happened t 


j 


standing by the other day when an adv 
tiser was discussing an estimate hand« 
by an advertising agent for a whole | 
religious papers. PRINTERS’ INK underst 
the instructions to have been to give qu 
tions on all the religious papers that 
credited by the American Newspaper Dire 
ory with ——— more than ten thousa 
copies. The number of papers in the _ 
was said to be exactly sixty. After the tw 
had compared the papers and the price { 
awhile, the advertiser said: ** Why, the + 
ligious papers don’t look prosperous a 
more—do cay | ?”” And the agent respond 

* Well, no, they don’t. The ect i is that th 
prices are too high now for the circulatior 
Editorial from Printers’ Ink, April 21, 18 

ILLUSTRATION, 

The best religious paper in Phi 
delphia is the Sunday School Tin 
Its circulation during 1896 averag: 
151,625 copies each issue, and to 
sert a 100-line advertisement in it o1 
time costs $8o. 

The best daily paper in Philade)p! 
is the Record. Its circulation durit 
1896 averaged 170,402 copies each 
sue, and to insert a 100-line advertis 
ment in it one time costs $25. 


In old days, days that have gone 
probably never to return, the week 
paper was the favorite advertising n 
dium. It was thought that one c 
of a weekly paper was worth for 
advertiser’s use twice as much as 
copy of a daily paper. That may ha 
been true once. It probably is 
true now, and if it is, the argument 
still in favor of the daily paper, for t! 
average weekly charges from three 
five times as much as the average da 
for each thousand circulation. In t] 
cases quoted above, a thousand circula 
tion costs more than three times 
much in the Sumday School Times as 
does in the Philadelphia Record, TT! 
daily paper is the paper of to-day. T!} 
advertiser who puts his advertiseme 
in the daily paper to-day knows t 
morrow something about what its r 
sult is to be, and if it is satisfactory | 
can repeat his order. If he orders 
in the weekly paper this week, it wi 
be next week before it has appeare 
and by that time the chances are 
has lost interest in it. If he order 
his advertisement in a monthly mag 
zine in May, it appears in July 
August when he has forgotten prett 
much all about it. Advertisers shou 
consider this matter: The daily pap 
is the paper for an advertiser to us 
who is living his life to-day. 


} 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism 
nn of better advertising 


to offer suggestions for promoti 
booklets, novelties, catalogues 
tle Schoolmaster in t 

ns to the Editor of P SaeTERS INK 


advertisement was 


following ad 
Indianapolis 


ted the 
inel, of Feb. 


Sunday 
25 


. Al 
Wise Men and Women 

neglect opportunities for saving like 
SALE. 


are 


BLANKET 
r the 
are n hand are 
next season. 
Cost price is as g 


r profits f season 
kets that 
table stock until 
rcarrying them 

as the Blankets. 
BUT FOR YOU 

are now full 


ray Ce 
alr . 
(sTray a 
, a pair 
ay y or White, 11 


ll-wool | 


te, with fancy borders, 
vool, extra heavy, a pair. 
Natur al pa all Wool, 
es, 
xtra h eavy Minneapo slis Bla: 

a few pairs), slightly soiled, at. 


AYRES & CO., 


AGENTS FOR BuTTERICK PATTER 


72x84 
$7.00 
‘. & 


the 


March 1, 
contained the fol- 


Monday evening, 
— 

inapolis Nez 

r advertisement : 


4 


Extra! Blankets. 


tunately for us we h 


on hand, but have ju 
a deal whereby we get a lot of 
Blankets at from one-third to one-half 
gular price. You're next—beginning 
wm rang 
rs of half-Wool 11-4 Fine White 
s, regular value $3.25, sale price 
ap air. 
irs all-Wool 11-4 Scarlet Blankets, 
value $3.50, sale price $2.19 a pair. 
iirs of all pure Wool 11-4 White p eru 
Mill B em ts, standard $4 Blankets, 
ce $82.25 a pair. 
‘all- Woo 1 Fine White 
value, sale price $3.3 
BASEMENT. 


PE TTIS DRY GOODS CO. 


ave no Carri 


we 


Blankets, 
9 a pair. 


airs 
> 
ar $5 





like the head-line to the Pettis Dry 
s Co.’s ad better than the other. 
es right to the point. It catches 
eye of the customer who is willing 
interested in blankets. It plunks 
vord ‘* blankets” in big type right 
he reader. If the customer is not 


rell your advertising tre 
of Advertising) can lighten them 


to propound problemsand 
Send newspaper ads, circulars, 
perhaps I’RINTERS’ INK (Tne 


Address all commuuica- 
PLDI I 


blankets it 
need not waste 


ubles 


notifies her 
time to read 


interested in 
that she 
further—that’s business. 

On the other hand, I do not like the 
hack” feature in the Pettis ad. 
I don’t like "at a competitor. 
even if they > blind. 

So far as ul al l ~<] I e- 
lieve that the rst cut 1s y 
the bulk of tl ) fi ple 
feeling that the firn ‘ uts 
I lif it hadn't 


nave cu 


come 


havea 
second 
wouldn't been 
forced to. 

In these 

almost everything 
the prices. If the Pettis ‘ 
its knife in deeper than Ayres & Co, 
they may sell more blankets in spite of 
the fact that Ayres & Co. had the start 
of them. 

In the Ayres & Co, ad 
tences seem a little blind to me 

** Cost price is as good to us as the 
blankets. But for you prices are now 
fully one-third they 
one arr all, at the exact cost to us 
price the mill makes by the 


udvertis 
lepends 


has put 


these sen- 


less are quoted, 

the 
dozen 
pairs. 

I must admit that this i 
scure. It would have been plainer 
it said : ‘* Cost as good to 
as the blankets. Weare selling the 
one and all, at the exact cost to us 
the price the mill makes by the dozen 
pairs.”’ 

To sum up, Ayres & Co 
shade the best of it,inasmuch as they cut 
first,and possibly got customers coming 
before Pettis & Co. started in. On the 
other hand, the head-line to the Pettis 
& Co. ad is the better one, and the ad 
would be better if it was not for the 
little implied ‘‘slam.’’ Finally, if bot 
ads draw the prices, the qualities ar d 
the truthfulness of 
will settle the question 
bargain hunters 
points. 


price is 


have a 


Statements mace 
the women 
on those 


will decide 


* * 
* 
Tue “ Kat” Deport, ) 
49 Emma Place 
PriymouTn, Jan. 2s, 1897. | 
We have, for some time past, been taking 
PRINTERS’ Ink, and would be obliged if you 
veusa few lines in y 


ur Department 
of Criticism. 
(x) We insert our half-inch and inch ad in 








rge number of weekly and monthly maga 














es and papers. We should like to know 
r so small ads which of the half-inch and 
h of the one-inch you consider the best 
catchers’’ and most likely to bring re- 
s s. 

(2) We are not believers in poetry for ad- 
vertising, but one of our customers is sent 
us some which we have just had printed. We 
would like to know if you consider it likely 
to do good or harm (if circulated) to a busi 
ness like ours having rather g cee! her ASS « 
tomers. Is not poetry more suitable for ad- 
vertising g ls bought by all classes? A 
few specimens of the printing we use we send 
you by book post in open envelope Yours 
respectfully, McCaiium & ( 





ads sent 

Mc- 
cuts. 
trade- 
an 


le with the sma 
not attractive. 
should better 
is evidently a 
shows a 


The troul 
that they are 
allum & Co 
The design used 
mark, but it 
looking very unsightly in the 
which ‘the ad calls * Kals,” which is 
detrimental. As 


is 


usé 


young worn 
b 5 
re 1ents 


rarn 





for the ads them- 
they are not particularly meri 
t , but they are up to the 

British standard. I would recommend 
tration, showing a very pretty 
picture of a young woman in the knick- 


selves, 
ayerage 


ers. This can be done, as the adver- 
tising in American dry goods and 
woman’s papers of the same garments 


The ads contain all the neces- 
but the wording and 


show. 
information, 


sary 
setting render them very common- 
place. As the idea seems to be main- 
ly to induce the reader to send for a 
price list, and if it is impossible to use 
more space, the best w Ly would be to 
have a good illustration, a few words 


giving name of 
tage, and the address. 
would thus 1} up 
each time. 
actly like 


garments, one advan- 
A series of ads 
a different poin 
are ex- 
same part 
from their 

repellant 








The 
ther ads in 
of paper, and are 
lack of individuality 
from their unattractiveness. 

The printed matter sent is peculiarly 


ads sent set 
the 
lost 


and 


the 


English in character, and not at all at- 
tractive in style. The largest one is 
filled with testimonials, and is illus 
trated with two half-tone views of the 
scenery within four miles’ walk of the 


bloomer factory, but with no pictures 
of the garments except the above-men- 
tioned execrable trade-mark. Neither 


are the price lists illustrated, which 
a serious defect. From the American 
point of view all this matter is very 


behind the 


t 
ot 


out of date and 
but it is up to the 
matter, and I have 
goods. 


poetry in ac 


much 
times, 
English advertising 
no doubt it has sold 

As to the use of 


average 


Ivertis- 


ng, the safest plan seems to be not to 
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use it when in doubt. This is e 


cially true when the poetry is ba 
is that inclosed. When a happy 
striking point can be made in ver 


a clever parody, it is sometimes a 











sible, I would not advise M« 
McCallum & Co, to greatly circ 
ie following 
**Kal’’ Knickers our notice no more 
ickerbockers most perfect ir 
for wear nd most moa¢ 
1ey | efor allla arming 
For wa r cy nique ea 
len 
For mt 1 for comfort all other 
They supersede petticoats, prove tr 
neat 
Are freely admitted ir ways com] 
New kers for ladies, as ** Kals 
known 
For be ty and finish unequaled are 
One feature in them sho from1 











get 
JANE (TO NELI 
Wh at's the reason you never get wear 
Ne 
Ar 1 walk with su grace and so w 
ly well? 
\ ver the gr« a very quick 
And would beat know, it w 
short race 


NELL (TO JANE): 


the way 


I know by 


_he avy 


petticoats — that 





If inst lendid “*Kal” Knickers attire 


ALS 


You'd look far more graceful, be nin 
free. 
JANE (AFTER BUYING A PAI! 
"¢ 


In Knickers I 1 


my j 


e¢ ppec 
jul | 


tripped ; 
are warm, lignh 


pertect quite 





kers : 


Emma 
list 





Ci 4 
ith. Price 
post free, 
Messrs. McCallum & Co. hav 
to the ex; and trouble of 
righting this poetical effusion l 
of course, is done to keep people 
stealing it. I think it was an 
essary precaution. I cannot 
any circumstances under which a 
man would be tempted to 
kind of advertising. I have 


and 


vense 


Imi 


steal 
jun 
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and down on it so often that I an 
ng corns. The more jing] 

e, the less I want to sé 
ing toa pt int W 

mdemn, with« : 
isement that jingles. can only 
ember one i tisement 

struck mé 1 ! 
man says, 

ily remember 

DeLong Hook 
at Hump ?’ > 
Messrs. McCall also send 

a couple of prose ads that are a Thank You, 

e improvement over their poetica 

t an the prose a y be Very Well Indeed. 
roved, I don't think they tell patror 

ugh about ‘‘ Kal’s Knickers.”’ 

should think there were enough] ,, 


1 


1 things to be said about these] may re 
Knickers” to justify the use of more i After 
1 one inch of space. 
Messrs. McCallum 

to stick lain, b 
se in their advertising 
try to the poets. 


% 
al 
READY-MADE ADS 


not write these ready-made ads 
n wherever they are found, and « 
n to the author when he is known 


pd rg writer Ou ke erintes ‘if h bhp mnie A herpnas 


rddress of the 
hes it to be.—Ep 
annem | Whe 


for a kurniture Store. 


Table Talk. 


We have too many tal 
estimated the de mat fe ri 
exter ision dining tal 

legs, at $4 eax h All the pe 
want them at $4 seem to have 
them. We want to see how many want 
these same tables at $2.9 You 
come soon, There are not so many a : Need New Hat? 
there were. 

¥ men don’t 


le 





For Dry Goods. 


A Study 
in White Goods. 


r special sale of Linens has 
urked success that we have 
er interest housekeepers 
al values in all kinds of WI 


t 


se gt ods are new—just purchasec — _ 
sale. The fferings compris 
ads, Sheets, Pillow Cases, Che k anc “| Barly ‘Syees 
Nainsooks and Dimities, Lace = 
Stripes, Corded Picques, et im Consider 
ly to understand how we can sell at suc leathers 
es, but will find it a hard probl 
e. The Linen Sale will continue ring apest 
remainder of February, and a few of the 7 re fir i 
ms are quoted below It will pay you to We can fit you 
asp this opportunity while it is within}and low Chocolate 
our reach, | neight of the season. 
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SUPPLEMENTARY ADVERTISING. 

Many advertisers seem to think that their 
whole duty i is done when they have inserted 
their ads in the list of papers chosen, and 
have sent to inquirers a book or catalogue, 
good, bad or dreadful, as the case may be. 

On the desk before me as I write isa pile 
of catalogues which I have received since the 
first of last January. Some of them I have 
asked for, but most of them have come to an 
old address of mine without any effort on my 
part, and have reached me with one cent due 
on them. 

The various catalogues and booklets in the 
pile contain the complete sum of the informa- 
tion I have had from the senders of them. 
Not one of them all has thought it worth 
while to write me and ask if I have supplied 
myself with the article they have for sale or 
to suggest that they have any interest in my 
welfare in any way. In my particular case 
this does not entail any loss on any one be- 
cause I would not buy irons any of them, but 
it is not good business to neglect any one 
thought worthy to have a catalogue sent him. 

Unless a man has a monopoly of the arti- 
cle he advertises the chances are good that 
every one who writes for his catalogue has 
also written to his competitors. 4 have 
known one girl to write for every seed cata- 
logue that was advertised, and in the-end 
send an order to the man who is most noto- 
rious for the exaggeration of his statements. 

I have at times sent for a good many seed 
catalogues, and I have always bought seeds 
from those whose statements were most care- 
fully made. When I lived in the country I, 
like other farmers, asked for a good many 
catalogues of things advertised, because I 
was looking for the man who could sell me 
what I needed for the least money. I have a 
vivid recollection of the first time I saw the 
catalogue of a great mail-order house doing 
business here. It was gotten upin an attract- 
ive shape and the illustrations were carefully 
made, while the descriptions were complete. 
They not only told of high-class goods but 
of cheaper ones at a lower price. There was 
an air of truthfulness about the whole work 
that convinced me that I could do well with 
this house, and a trial order resultedin many 
sales from my neighborhood. 

This firm advertised in the papers, and fol- 
lowed it up with supplementary advertising 
that convinced me that they were the people 
for me to do business with Nor did the 
first transaction end the matter, for in 
the years that followed I got a good many 
pleasant letters from them and frequent re- 
minders in the way of special bargain offers 
daintily printed. I suspect now that the nice 
letters were machine made from date to sig- 
nature, but I did not know it then, and they 
answered every purpose. 

There is a grocery firm here where I buy 
a good many of the supplies for the house. 
If from any cause some representative of my 
family does not buy a bill of goods there for 
a few weeks, a polite note comes to the house 
and is usually followed by an order. When 
any member of my family goes to that big 
grocery to buy goods, things are made pleas- 
ant, and the one who goes is treated as if the 
firm was really glad to have our patronage. 
I know that all this solicitude is from a de- 
sire of the groceryman to make money and 
not at all because he is anxious to save money 
for me, but at the same time it is pleasant to 
know that when I go there a polite young 
man will remember my name and does not 
need to be told my address, and I go there 
largely because of this. 

A good many times a large part of the re- 





sults of an ad depends on the supplement 
work done after the ad has finished its 
of bringing the seller and buyer toget 
Unless this after work is attended 
proper manner no ad will bring the best 
sults. 

It is not the whole of advertising to pla 
well written ad in a list of newspapers 
sometimes think that is the smaller hal 
the business. MILER Purvi 


ree 
A PROCESS OF REDUCTION. 
Nearly all the reducing of illustrat 
done in this country is accomplis} 
means of photography. There is a me 
ical process, however, used by some Ger 
lithographers, which does quite as we 
which might be used much more thar 
were it better known. The illustratior 
reduced is printed in transfer ink 
stretched rubber sheet, and then the s} 
allowed to shrink to its natural size, w! 
transfer is made to the lithographic 
The theory is very simple, but in ae 
considerable skill is required to stre 
rubber sheet equally in all directions, f 
there is any inaccurate stretching a d 
tion of the picture is sure to result.—/ 77» 
and Bookmaker. 





ec 














.—— 
AN OVERSIGHT. 

“These hotels don’t seem to have 
enterprise,’’ remarked the woman who ¢ 
shopping a great deal. 

** What makes you think so 

“They don't take advantage of the ex 
ple set them by the dry goods stores 
sure that a hotel charging four dollars 
could get lots of women to favor it whe 
family goes away for the summer if t! 
mark the price down to $3.99." — Wash. S 


>” 


THE USE OF PICTURES. 

A picture itself is display. An advert 
ment, well illustrated and well written, 
least twice as good a 
same advertisement wit! 
picture left out. May 
wouldn't be exaggerat 
say it is ten times as g« 

This advertisement of 
is proof of what we are 
ing. The picture here s! 
attracted youreye. We 
lieve it will get the attent 
of every individu: al reac 
PRINTERS 
Little Schoolmaster at 
place. 

This is a picture (mu 
duced in size) which we 
signed for a medical a 
tisement addressed to w 

Medical advertisers te 





} 


best they can get—best a 
words, best as to pictur 
Weare making many m 
cal advertisements, and w 
to make more. Reput 

medical concerns are inv 

to write us for samples ¢ 
prices. 

It is a pleasure to 
get letters from progres 
people—business men w 
want their advertising 
have re and character and snap. Re« 
table concerns should feel at perfect lib« 
to write for samples at any time. Mose 
Helm (C. Dan Helm, Bert M. Moses), 
Nassau Street, New York. 


* Ink who opens t 


our work in their line is t 
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PCLoriens For ©, EN &BOYS 
a — 


* I’m a Browning 
are you! 


Whose boy 


King boy. 


This attractive picture, taken from a recent catalogue of Browning, King 


Co., of New York, appears to indi 
readily as the older folks 


At any rate, 


ate that the firm can please the children 


the youngster makes an excellent 


vertisement, for the smile on his pleasant face is calculated to make ev 


ne look at it more than once. 

IR EDWIN ARNOLD AND BOVRIL. 
me months ago we spoke of Sir Edwin 
as having sold some verses to be 
advertising Bovril and patent medi 

The facts of the case are these. / 
ywn advertising agent came to Sir 
and offered to purchase the manu- 
pt of a poem at a liberal price, asking 
mission to ma any use of it that he 
t see fit. Sir Edwin demurred to this 
t stipulation, but finally consented, in 
sideration of the payment of an addi 
nal sum of money. The agent then got 
poet to sign an agreement in writing 
h embodied this permission ater 
en the verses appeared in Bovril a - 
ements, and when the fact had been very 
verely criticised by the press, Sir Edwin 
gan to bluster and to talk about the put 
rage’? to which he had been subjected. 


the 


lawyers, who 


Finally, he even j{ 
hands of his 
by the written 
nt to make any 
ased.— /he Bookman. 


agreement 
the 


use of 


_— 
WORTH REPETITION 
Men who band themselves together to 
ulate other people's business, and t 
fault, generally injure themselves, 

od order, interfere with the best interest 
show their own folly 
this 


g 
of the « 
and malice. 


mmunity and 
The way to get along in 
world is through efficiency, industry, fore 
thought and economy, attending strictly ) 
‘s own laying by each day or 
each week a little addition to the store of 
knowledge and honest savings, 


t 
business, 
and acting in 


all good-will, fraternity and honor toward 
others.— National Printer-/ournalist. 











NOTES 
Mr. Geo. Kirke 
New York, is organizing 


AARD, 28 State street, 
ufacturers’ and exporters’ excursion to Scan- 
dinavia. 

PRINTERS’ INk is said to be the best 
thority in existence American newsp 
pers. It circ among advertisers in all 
parts of the world.—Zast O egonian, Pen- 
dleton, Oregon, 


Roy V. So 








VILLE has compiled 
list of al advertisers for the use of pub- 
a He offers this list in mail list form 
sady to cut into strips for the mailing ma- 
>.— Newspaper Maker. 
Grady bill, forbid« t 
national flag for sibveetialinn x or political pur- 
poses, was passe i 
noon without further 
Eveving Journal, Ap’ il 13. 

Woman's World nness Mille 
Monthly, New York, for April, ntains an 
article by O. Herzberg, on “A 
Women,” in which the writer 


a select 

















that 
the frailer sex is well calculated to shine in 
the adwriting field. 

A PEC f a “*woman’s edition 
recently pul d by the /Jatly Repubitc- 
Zimes, of Springfield, Ohio, was that no 
woman had anything to do with it. It was, 








however, devoted entirely to feminine in- 
terests, containing complete lists of local or- 


ganizations, etc. 

FoLLowi1ncG the 
chantsin Worcester, 
Conn., the business men of Rockville, € 
are falling into line in the movement to b 
cott programme advertising, signing an agree- 
ment not to patronize hereafter any soci- 
ety programme.—Newspaperdom., 

One of our enterprising butchers displayed 
the sign, “* Ce me in and See Our Ground 
Hog,’’ for seve ral days, and a number went 
in to see the animal, You can judge their 
chagrin when the acc apes clerk 
pointed them to some freshly-made pork sau- 
sage.—Cambridge (.Neb.) Kaleidos ra 

Mr. G. H. E. Hawkins, Syracuse, N. Y 
uheerislng pera »#f Stearns Bicycles, has 
issued a book cal “y 


ood example set by mer- 
Mass.,and Middletown, 


n 





g 
r 




















** Bicycle Advertising 











the object of whi i is to aid the retail dealer 
in bicycles to adverti ntains a num- 
ber of excellent ready-m le advertis 





ments and a lot of good : i 
ably sent free to bicycle dealers. 
A RATHER pretty and taking 
ment on the elevated road is this, aceomy 
nied by a picture in colors of four little 
girls jum} ing the rope: 
All clean and sweet 
We jump the rope; 
We've all been washed _ 
With Babeskin Soap. 

Tue American Newspaper Directory, pub- 
lished by Geo. P. Rowell & C , New Y rk, 
deserves the hearty commendation of adver 
tisers and those newspaper publishers who 
tell the truth about their circulz I T 
policy pursued by this Direct 
which gets at the truth absolutels 





lisher is willing to tell it. If th : 
declines, then an estimate is made by the 
publishers of the Directory, which in nine 
cases out of ten is correct. he Com 





states this fact knowingly fr 
tions given to Ottumwa and other Iowa pa 


pers.— /he Ottumwa Courte’, April 12, 1897. 
In one of Edward Gibbon’s newly pub- 
lished letters occurs the following beatitude 


** Blessings on the man (his name is now 





PRINTE 





RS’ INK. 
yuried in oblivion) who first invente 
I advertisements !’ 


surely (adds the Philadelphia Reco 











man who first invented sleep deser 
blessings of his kind, not less worthy 
blessings is he who first devised a 
I the slumbering and awaken | 
energies to their highest possibilities ! 
trumpet of publicity is never so usef 
the spring time, and vy is the tim 
the winds as wings to bear its rin z 
afar. 

M FraANK Howarp COo.uier, wi 
ne { the independent candidat 


I 
mayor of Chicago, furnishes an exar 





} a Son te d 
wt € appy tl 

campaign,”’ he tells a 2 

$ , and I polled I 
} 


showing any man ought to be pr 





had my name printed in full on 1,0 
lots and had it talked over by 2,000,0 
pl The ne wspapers printed my ict 
lot of free advertisi I 
ind by having beer 
ris of additiona 





g the disinterested 


the politician without a party 




















Se id prize For best — f 
printing, the first award was ven t 


Tarkio Ava/anche and the Maryville 
une jointly, and the second 
Albany Advocate. The Trenton 7% 
was adjudged the ablest edited sheet 
the oe Fournal the best local pay 
1d Printer. 








I 





i )RMATION taken from the printed rey 


of the Postmaster-General of the I 
States for 1896 shows pounds sec 
matter mailed during the year endir 


H uston, Texas.. 


n, Texas 





Houston more than Galveston 
The 7 ] 1 
State 


All other Houst n papers... 





The Post alone 
All Galveston f 





The Post over combined papers of 


Sa ck vacactatsinnesede coccee 
-_ 
THE SCAPEGOAT 
Editor—You wish a position as { 





srstand the requiremer 








mistakes in the paper, j blame ’ m on 

and I'll never say a word V. ¥. We 
+e 

y cannot blame a cattle dealer for u 


stock cuts in his ads, 


Wheneve r you make 





TO 
ql 
i 
hs 
Lie 
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ADVERTISING BREAD. 
ILLINOIS BAKE}! RELATI 
OPINIONS AND EXPERIENCI 
E. Fisher, manager of the 1 
irtment of Mason Bros.’ 1 


American Biscuit ¢ 
ra, Iil., has solved 
problem. 

rior to the er: 

sales in Mr. 

this big bakery had b 
235,000 a year, W 

in a city of 22,0« 
en hard times « 


An Honest Loaf. 


Is the Noblest 
Work of the 
Bread-Baker. 


We have put good flour, 
thought and labor in our new 
loaf of bread. Out of that 
thought and good material 
has come a loaf of bread that 
for sweetness and good eating 
qualities is unexcelled. We 
have named it 


“MANNA” 


Kach loaf weighs 1} pounds. 
Beware of imitations. CO None 
renuine without red label. 


MASON BROTHERS. 


aust 

















their own bread, and to go with- 
cake, Mr. Fisher ibseribe t 
NTERS’ INK and #rains, and took 
the study of profita 
‘You see,’ said Mr. I 

peculiarly placed, fo 
ng had to be of the most 

I 


characte 


that it shou 
nse to the sixty or more 
who patronize our wholesa 
tment. In fact, I was obliged 
yme a general rather than | 
ertiser. I could not cut pr , cause t 


r to offer a bargain which could not | mention, whi ve Ver 1utocratic 


luplicated by each of the sixty grocers and makes extra charge for a business 
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announcement next to the startling in- 


formation that 
Chicago this morning.’ 


‘John Jones went to 


‘*Do I do any advertising outside 
the newspapers? Very little. Our 
confectionery ads appear in an occa- 


sional programme, but I do not regard 
such expenditure as very profitable. 

‘* About three years ago we intro- 
duced our Quaker Bread by delivering 
a sample loaf at every house in town. 
That was an expensive method, and we 
did not get for the Quaker so steady a 
sale as for our new Manna bread. 

‘*Last year we spent less than one 
per cent of our sales in advertising. 
This year we shall nearly double that 
amount, and I think that the results 
will warrant our continuing in all the 
reliable mediums.”’ 


H. B. 
——_ +o 
NATURALNESS IN ADVERTISING. 


One of the greatest difficulties. ex- 
perienced by advertisement writers is 
the art of being natural. Of course, 
to be natural is really not an art at all. 
It is, in fact, the absence of art, but 
how few advertising men are really 
natural in their writing! Many peo- 
ple who are sensible, moderate and 
convincing in their every-day language 
are stilted, topheavy and ridiculous in 
their written words, especially at such 
times as they try to be more effective 
than usual. 

Instead of using the plain, ordinary 
Anglo-Saxon words that mark their 
speech, they make such an absurd at- 
tempt to be dignified that the whole 
thing falls flat, or else they rush into 
the opposite extreme of bombast. 

Very few of us probably have any 
difficulty in being natural in our ordi- 
nary conversation. Such as are sales- 
men can probably tell a straightfor- 
ward, honest and convincing story 
about the merchandise they have for 
sale. Why is it, then, that when these 
same people come to write an ad they 
are so weak and ineffective? 

Simply because they are striving for 
effect—because they are not natural. 

We know of a certain merchant who 
is really a first-class salesman, as well 
as a very intelligent man. The ordi- 
nary business letters which he dictates 
to his stenographer are models for busi- 
ness literature. When he talks to you 
on a business or any other subject his 
intellectual force and persuasive powers 
are very noticeable. One would actu- 
ally think that if such a man wrote an 


HOwaARD. 
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advertisement it would be a spler 
one. but the absurd striving for eff 
and ‘‘dignity’’ he indulges in Ie 

his ads as cold and lifeless as a cor; 

Why is this so? 

Because he is not natural in his | 
guage when he writes his ads. 

Naturalness, then, is absolutely 1 
essary for an advertisement write 
he would make a success. 

A good experience for an adw: 
is to stand by one of the best 
men in the store and listen to 
passes between him and the custo: 
He will probably find that the sales: 
is not a great talker. Sales are oft 
hindered by too much talk, anda 
salesman knows when to hold 
tongue. And he will also find t] 
the salesman does not indulge in jaw 
breaking, bombastic words and 
stilted, toplofty and ambiguous 
pressions are not in favor, but tl 
plain, simple words, carrying with tl 
the convincing power of honest ¢ 
nestness, characterize that man’s work 

An advertisement is, or should 
merely the expression in printer's 
of what any good salesman would 
about the thing advertised. This 
why an adwriter can learn som 
from a good salesman. It is also t 
reason why a salesman when he com: 
to write an ad should write as he talk 
—that is if he is a good salesman - 
Dry Goods Economist. 








AMERICAN PERIODICALS IN EUR 

Quite a large business is done by 
Lyman D. Morse Advertising Agency 
Park Row, New York, in subscript 
American publications to be sent to Eur 
subscribers. Through the London bran 
the agency between two and three thou 
subscriptions are received annually. 1 
matter of postage enters largely into the 
of publications sent over the w ater, | a 
pense of postage on the New York . 
Sun, for instance, exc yr ag the subscr ri 
price of the paper. Life, Puck and Fu 
are read in all the European’ countries, 
the officers of the E am § army statione 
the Mediterranean possessions of Great I 
ain havea a ant for the New York « 
wecklies.— Newspaper dom. 

—— 

ONLY AN ECONOMIC EVOLUTION 

The wholesale denunciation of trusts is t 
denunciation of an economic evolution w! 
is conferring enormous benefits upon 
community in general. This has undoubt« 
ly been attended by minor evils, which, w 
careful study and due deliberation, can 
remedied, but it is not good policy to | 





down all our houses to get rid of an o« 
sional wasp’s nest in the peak. Let cay 
treat labor fairly, and then appeals to pr 

Only wt 


udice will fall on unwilling ears. 
is fair and reasonable will bring povmenees 
prosperity to either labor or capital.—/ra 
cts B. Thurber,in North American Review 
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THE RISE OF THE ADWRITER. 
1¢ ability to write an ad is practically 
rsal. Any individual who can ¢ compose 
siness letter, who is at all versed in the 
n which he is employed, is able to write 
thing which passes in the composing 
1 as an ad. But the person who can 
e an ad which shall be distinctive in its 
ling, that shall have directness, truth, 
ngth and individuality, is not found in 


ry place of business, nor go in every 


of business. The man who can build 
da rous, intricate or delicate machinery, 
plans and estimates, studies and accom- 
es wonders in the productions to which 
mind and thought has been given, gener 
fails completely when he comes to take 
pen and plan an attractive ad—something 


t shall attract the public to his invention 


roduction. The scholar who writes an 
resting novel, who can command the in- 
t and close attention of the reader from 
r to cover, fails when it comes to enum- 
ig the advantages of a particular brand 
ap. Chemists who have, after long 
s of experiment and study, succeeded in 
ing a medicine which will build up the 
ted physical nature, are powerless to ex- 
its merit with a pen. Men who can 
on the merits of their particular line of 
s, who can take a customer and demon- 
te beyond a possibility of question that 
r goods are superior and che aper by far 
anv _— similar go »ds, fail to touch 
public by the composition ‘of their print- 
announcements. The desire to acquire 
es quickly is undoubtedly the occasion 
e rise of the adwriter. He took in the 
ation. He saw that the man who manu- 
ired the article gave so much of his 
ght to the manufacture that he had 
ing left to give to the advertising. He 
ares himself by a study of the merits of 
ods ; he examines the claims made by 
ival concern, and like an attorney look- 
for technicalities, he looks for the points 
h may be sprung on the public to ad 
e the sale of the particular ~ which he 
vriting up. Having secured that, he 
kes the great public ac que ainted not only 
its merits, but also with the defect of 
pposition.—/aland /’rinter. 


-o 


PIED THE NAME FROM HIS GRIP. 


Mr. Smith, an English traveler, arrived 


woe at a hotel in Austria. On the 
> had picked up a smart German and 
ie as a servant. In Austria every 
staying at a hotel is obliged to register 
ame and occupation ina book, which is 
for polige examination, so Mr, Smith 
his servant, Fritz, to bring this book 
m to write his name. 
already registered milor,’’ said 
an English gentleman of inde- 
lent means.”’ 
But I’ve never told you my name, so 
w do you know what it is?” 
I copied it from milor’s portmanteau,’ 
wered Fritz. 
W hy, it isn ‘ton my portmanteau,” cried 
Smith ; “* bring the book and let me see 
1t you have put down.’ 
rl book was brought, and Mr. Smith, to 
amusement, discovered that his clever 
vant had described him as: 
‘Monsieur Warranted Solid Leather! ”— 
Buyer. 
——— 
Ir your ads are like angels’ visits they are 
t to be accorded the same doubtful recep- 
n. 


POSTAL FACTS. 

From the records of the Post-Office Depart 
ment in W ashington it is ascert ained that the 
first postal service ever established on the 
North American continent was a private af 
fair controlled by Andrew Hamilton, whose 
place of residence is not given. The system 
extended from Savannah, Ga., on the south, 
to Falmouth, Me., on the north, and the dis 
tribution of mail was accomplished at very 
irregular intervals by means of stage coaches 
and mounted riders 

Under the Federal constitution Samuel Os- 
good was the first officer put in charge of the 
mails by the Government, and he is there 
fore entitled to the unique distinction of 
ing the first United States postmaster. 
was not until forty years after the adopti 
of the Federal constitution that the 
Office Department was elevated to the dig 
nity of acabinet portfolio. In 1829 William 
T. Barry, of Kentucky, took his seat in the 
cabinet as the first Postmaster-General 

Until 1845 h- old colonial methods of 

carrying the mail by stage coach, and at rz ates 
controlled exclusively by dists ance, prevailed 
In that year, however, the modern era of 
postal progress began. In 1847 the Govern 
ment began to issue stamps fe r the first time, 
while in 1853 stamped envelopes made their 
appearance in the various po ystal establish- 
ments throughout the country In 1855 reg- 
istered letters were transmitted through the 
mails for the first time, and in 1863 the free 
delivery system was inaugurated in the larg 
er cities. In 1864 the money order lepart- 
ment sprang into existence, and in the 
railway mail service was put in operation 
It was not until 1873 that postal cards made 
their < appe arance and not ur 1877 that the 
international px stal uni n, which to-day em 
braces nearly every country on the globe, 
was fully perfected. 

In the growth of our American postal sys- 
tem tM development of this vast country, 
reaching from the Lakestothe Gulf and fr 
ocean to ocean, is distinctly reflected. There 
is no other system ¢ 1e globe which em- 
braces such a vast swee 
prises so Many Individ 
American postal systen change. 


- so 
THE NEW JOURNALISM, 

Pal—I don’t see how you escaped detec 
tion; it was the most daring burglary that 
you ever committed 

Pard—Yes, but you see one of these new 
journals published my picture for the benefit 
of the detectives, and of course some one el 
was arrested.— Boston Fournal, 


ARRANGED BY STATES. 


Advertisements under this head 50 cents al 
Must be handed in one w nadva 


MISSOURI. 


Cornea wes ld St. Joseph HERALD 8,000 d. 
0 v 





rj. LAC STE New York 


NEW YORK. 


BiNca AMTON LEADER. _ 


Be +HAMTON LEADER, the tea table favorite. 


YINGHAMTON LEADER, leading afternoon 
paper and the favorite family medium 
» INGHAMTON LEADER, the home paper, filled 
> full of live local and general news ; no boiler 
plate, no fake features, but a legitimate paper 
commanding the confidence of its constituency. 
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>» INGHAMTON 
2 afternoon paper. 


LEADER, first-class penny 
Most important daily in 





that “ee commanding the respect and confi- 
dence of readers and advertisers alike, both at | 
home and ab: Ave + ye circulation covering 
every issue 1895, Daily, 8,745; Weekly, 6,600, More 


circulation wee kly rho all the othe r B ye Ee 
weeklies combined. THE BECKWITH 
Y 





SPECIAL AGEN , Sole Agts. Foreign poe 
tising, New York and Chicago. 
OHIO. 
[ AY TON "MORNING TIMES, EVENING NEW 
WEEKLY ‘IMES-NEWs, 14,000 daily, 4,500 
weekly. _L A ( COSTE, New York. 


TEXAS. 


( ALVESTON TRIBUNE. 


G ALVESTON TRIBUNE, a money winner 


(j ALVESTON TRIBUNE, the most influ ntial. 
(JALVESTON TRIBUNE, prosperous and pow 
erful, Leads the afternoon procession 
Y‘ALVESTON TRIBUNE makes money for it 
§ self and will make it for you. Thor maghly 


up to date, with ali modern mechanical appli- 
ances. A live paper for live people 
SALVESTON TRIBUNE, every copy counts 
4 City circulation larger than ar y newspaper 
in Texas A dividend-paying medium, backed 
by the brains and capital of the city 
{ALVESTON TRIBUNE, Daily four pages, 
A Weekly eight pages, all live, pri aper ous pa 
vers, published by the Galveston Pa W. F. 
add, Pres.; Chas. Fowler, Vice Pres.; George 
Sealy, Treas. ; Fred Chase, Sec’y and Bus. Man. 
Clarence Ousley, Editor. C. Beckwith Special 
Agency, sole agents 
WwW ASHINGTON., 
‘ae i 2 Ae ia de 


S*larce POST-INTELLIGENCER 


! 





= 
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Colored 
Comic 
Supplement. 


hers 


Newspaper Publi 


requested to send for free sa 


ple copies of our 


Ready-Printed 
Twelve-Page 
Comic Weekly 
Supplement. 


Illustrations and matter cop) 


} 


righted. Strictly up to dat 
used regularly by leading E 
ern Newspapers. Sold und 
usual syndicate conditions. 


letters to 


Address all 


TRUTH, 
19th Street and Fourth Avenue, 
NEW YORK CITY. 
WOU 








‘ Largest circulation in the Ste ate, 





. ' W 
CANADA. | 

4° A line yearly. 30 best papers in Prov. | " 
S6.00 Quebec, E. DESBAR N S,Ad Agen y,| M 
Montreal! M 
“ 

Displayed Advertisements. | y 
. it ae A at! & 
5 ents a fine; $100 a page 5 per cent " 
extra for specified position—t/ granted “ 
Must be handed in one week in advance " 
~ GUARANTEED CIRCULATIONS.—The circuli " 


tion of the following papersis guaranteed by the 





r 1896, who 


each and every case where it shall be proved that 
the paper was not entitled to the rating accorded. 


Fl 


ILLINOIS 
+HT-HOUR HERALD, Chicago, 17,370, 


MAINF 
O.C ADVERTISER, Norway, Maine (local), 2,340 


‘FISHERS OF MEN” 


The shrewd advertiser who drops his 
imto the Jackson, Tenn., 


-WHIG.. 


is sure of a good catch 
Only morning paper in a radius of 
one hundred mi a veritable Alex 
ander Selkirk in its territory 
son is an up-to-date city of 
inhabitants without a clam or a 
mummy It is a manufacturing, | 
railroad and educational center and 
the trading muart 4 309,000 people 
of snap, push and cas 
The W nigis the key to the situation. 
L, J. Brooks, Prop’r, Jackson, Tenn. 

H. D. LA COSTE, 


EASTERN REPRESENTATIVE, 38 Park Row.N,Y. 


r 
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MORNING NEWS 


Is the only morning 
paper in Delaware. 


oa 


Published in Wilmington. 
* 
72,000 
POPULATION. 


4 


Does it need any bet- 

ter recommendation 

THE NEWS PUBLISHING CO. 
WILMINGTON, DEL. 

=== = = eee es = SSS SS 
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Pennsylvania 
People 


are good buyers if you 
reach them in a home me- 
dium. The 


Williamsport 
Gazette and 
Bulletin 


reaches 6,000 of them every 
day, 4,000 weekly. 
=> 
H. D. LA COSTE, 
38 Park Row, New York. 


uffa 
aa 


iv~ertisers’ Agency, Vhila. and B 
Rananaaaneasaas ALAA 


vv rer ss ne | 


| I On 


‘Day in and 
Day out 


Our presses can be 


epended upon to do your 
work more rapidly, 


any 


more 


efficiently than other 


Ines. 


mach 


Tr \ 


the 

«NEW SIODEL”’ or 
the «* MULTIPRESS”’ 
for your newspaper ; 
the «CENTURY ” 
for your job room 


7> 


ampbell Printing 
ress & Mfg. Co. 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


et 00te-303888 87 CLEAN 


It's Hard 
6 [oO hives 


his the moreim 


Helena 
(Montana) 


Independent 


need not worry about 
h As t 

rn circulati 
Sunday, 


" 


x & ws 


SVSVSsSeVsesesesesesesesesesesese 


war~ 
ut = > 


6, 500 


H. D. LA COSTE, 
78 Park Row, New York. 


e Advertisers’ Agency,Phila.& Buffalo 
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é BRIGHT 


ORIGINAL 
INDEPENDENT 


reco 4 
‘ie 


THAT’S THE 


TIMES-UNION 


OF ALBANY, N. Y. 


er dailies combi! 


Unequaled as an 
Advertising Medium 


JOHN H. FARRELL, 


Editor and Proprietor. 
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Make ... 
Advertising 


ce 


THE 


Evening 
Journal 


OF JERSEY CITY, N. J., 


Was a daily visitor during 1806 
to no less than 


15,035 Families 
in the wealthy suburban popula- 
tion of Hudson County. 
The MEDIUM that reaches 
15,035 families must pay 
advertisers. 








ooo SHE ... 


ARGUS 


DAILY, 

SUNDAY, 

SEMI-WEEKLY, 
Has doubled its 


circulation in six months, and 
we are still at it. 

If you have a friend in Al- 
bany, write to him and ask 
him to tell you which is the 
best newspaper published in 
his city and then a sample copy 
will tell you a great deal. 


Free on application. 


THE ARGUS CO.,, 
Albany, N. Y. 


rT Ty 


‘ 
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| 


mee 


Watch 
The 
Local 
Man. 


He’s the individual w 
knows which paper pays h 
brit 


best—which medium 


him the best results. 


OUTINWASHINGTON 


The 
Local 
Merchants 


Pay three times more for their 
space in the PosT-INTELLIGEN 
CER, and use double the space 
in it, than they do in any other 
paper. 
The 
1 


gives its advertisers double the 


Post-INTELLIGENCE 


circulation of any other paper 


in the State of Washington. 


Seattle 


Post - Intelligencer. 


A. FRANK RICHARDSON, 
Eastern Representative. 
S. P. WESTON, 


In Charge of Advertising 


JAMES D. HOGE, Jr., 
Manager. 


® 
M 
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VLLAE. 
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Yes, she is very pretty and always 
was—but she used to have a red 


nose. What has become of that ? 


She takes a Ripans Tabule after 


dinner every day. She told me so 


about a year ago. She had then 


Pan) 


just heard of them. The color at 
the tip of her nose went away about 
three months afterward and has never 


returned any more. 








epee ere 


WANTED 
AN EDUCATION or 


ES 
TSS 


R 
WN 





Schools, Academies, Colleges and 


FF URES 
SADE ROL 


Universities can reach intelligent 
people of means in the Great South- 
west by advertising their advan- 


tages in & FF Ht Ot 








A= 
— 7 
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= St.Louts Star 





a 

ss The Leading High-Class News- 

at iol 

ope paper of this section. % % % % 
oN 

xe Your PROSPECTUS 


when published in its columns 


~ 
s 





"will bring PROSPERITY 


Sy) 
pes 


For Rates, Ask E | K E R,” 


148 Tribune Building, New York City. 


BOYS and GIRLS. 
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The People 


are buying the 


Toledo —_ 
Commercial 


published every morning, Daily and 
Sunday, because they get all the 
news fresh and because they know 
it is the most complete and reli- 
able that is to be had. 


THE BEST PAPER IN 
| YOU WAN TOLEDO. WE HAVE IT. 


ADVERTISING SPACE IN 
YOU BU THE “COMMERCIAL” AND 


GET WHAT YOU CONTRACT FOR. 








We are not selfish, but willing to 
take you into the family to enjoy a 
share of the good things to be had 
at the home circle. The cost is 
small. We shall be pleased to tell 
you how much. 


THE TOLEDO COMMERCIAL CO. 


W. E. SCOTT, Eastern Representative, 
| American Tract Society Building, New York. 
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Oldest Daily Paper in Illinois 
J 855 Without Change of Name. 


THE PEORIA TRANSCRIPT 


enjoys the distinction of having been conducted 
as a daily paper without change of name longer 
than any other in the State. It claims a client- 
age equaled by no other paper in Central Illi- 
nois—its field. ‘That clientage is the solid, 
substantial kind—the kind that takes and pays 
for the paper year after year. A few Peoria 
citizens have not missed a week in our forty- 
one years. Hundreds have taken it for a quarter 
of a century ; a very large proportion of the 
remainder have taken it in lengths of time 
corresponding with their residence in this 
territory. 

The fact that it is the best advertising 
medium in its field needs no argument. A 
fact is a fact. 

Mr. Valentine Jobst, a very successful con- 
tractor of Peoria, says: ‘‘I claim the distinction 
of being the oldest advertiser in the good old 
TRANSCRIPT. My first advertisement appeared 
about March 1, 1859, and has appeared in every 
issue since. The advertisement is still running. 
The paper has always been a regular daily vis- 
itor at my home, and I regard it as one of the 


” 


‘standbys.’ 


Such is the Record of the Peoria Transcript. 
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RATES FIRM, The PEORIA EVENING TIMES ..e THE ... 
BUT NOT (Every day but Sunday), a penny TRANSCRIP! 


é i he largest evening city 
H. paper with t g g cit) ad 
—_ circulation. We publish it. CO., Peoria, |'! 
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THE DETROIT FREE PRESS 





has ever been, since it was started in 
18313, what it is now, the dominant 
paper in the rich and prosperous coun- 
try in which it circulates. For two 


generations it has been a paper of the 


highest character. Progressive and en- 
terprising, it has exercised its great 
power in such a manner as to receive 
the respect and admiration of its read- 
ers. It is a paper that is at once pow- 
erful and popular, one that is read by 
all classes. These characteristics, to- 
gether with large circulation, make its 
various editions advertising media of the 
highest productive value. 
For advertising rates and sample 
copies, address the home office, or 
R. A. CRAIG,’ 


43 Times Building, New York City. 
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CONSULT THE STATEMENT oF EVENING and SUNDAY TELEGRAM Circulation for 1896: 





ADVERTISERS WHO CONTEMPLATE DOING BUSINESS IN RHODE ISLAND SHOULD FiFsT 
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PRINTERS’ INK. 





READABLE, 
RELIABLE AND 
RESPECTABLE. 


CIRCULATES AMONG 
THE PEOPLE 
WHO HAVE MONEY 
TO SPEND. 


_ 


{ 


The 


ELMIRA 








each week 
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INFLUENTIAL, 
ENERGETIC AND 
ENTERTAINING. 


A SIXTEEN-PAGE 
ILLUSTRATED 
FAMILY PAPER OF 
STANDING. 





?500,000 # 











PLUCKY, 
PROGRESSIVE AND 
POPULAR. 


1T COVERS 
NEW YORK STATE 
AND PENNSYLVANIA 

THOROUGHLY. 


Best 
Advertising 
Medium 
in 








New York | 
State. 


A. FRANK 
RICHARDSON, 


TRIBUNE BUILDING, 
NEW YORK. 
CHAMB’R of COMM’CE, 
CHICAGO. 

RED LION COURT, 
FLEET ST., LONDON. 








ESTABLISHED 
EIGHTEEN YEARS 


/T ALSO CIRCULATES 
LARGELY IN OHIO, 
NEW JERSEY AND 
ADJOINING STATES. 











56 PRINTERS’ INK, 


My News Ink 


ON HALF-TONES. 


OFFICE OF PHILLIPS PHONOGRAPH, 








PHILLIPS, Me., April 9, 1897. 

Printers Ink Fonson, New Yerk: 
DEAR SIR—I inclose a special illustrated Maine fi 
ing and hunting edition of the Phonograph, just issu: 
which I would call your.attention to, as the work was di 


with Printers Ink Jonson’s ink, and on common newspa, 
sheets. Yours very truly, J. W. BRACKET! 





Mr. J. W. Brackett, proprietor of the Phonogra/ 
Phillips, Me., sent me the above letter, with a cop 
of the special edition. I must say that when I s 
the work done with my 4-cent news ink I was mo 
than amazed. I would not have thought of clai 
ing so much for it. The half-tones were simp! 
grand, and the general appearance of the pap: 
looked as if it was done with fine cut ink. 

Any publisher who fears about the quality of mj 
ink not being up to the standard should send 5 cents 
in stamps to Mr. Brackett for a copy of the special 
edition. 

My job inks are the finest in the land, and 
sold at 25 cents a %-pound can, with the excepti: 
of Carmines, Bronze Reds and Fine Purples. For 
these I charge 50 cents a can. 

Send for my price list. Address 


WTTTTTTIITI LITTLE LA LLL LALA LiL ae eee tii tie 


*.*_¢ 6.0 © ©. ¢.¢.0 6 ¢ + @ 


@@¢@¢e66¢0t¢e¢e¢t6¢¢ ¢ 6 6 6 @ @ bb 6 6 6 6 6 & & 6 6 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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PRINTERS’ INk. 


CHANGE OF RATES. 


Wee 


_ 





The rates for advertising in the 


Vickery & Hill List 


at present are $6.00 a line, with discounts of 5, 10 
and 15 per cent for 3, 6 and 12 months. On April 
1st the rate is $6.00 a line, with ‘no discounts for 
time or space except for half or whole pages. Send 
in your order now for a year to get the old rate, 
or, if you are an old advertiser, have your contract 
extended for one year. Ask quick. 


THE VICKERY & HILL CO., Aucusta, Me. 


Cc. E. ELLIS, Advertising Manager, 
401-402-403-404 Temple Court Building, 
New York City. 
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American Woman 
Joun F. Hitt Co., of Augusta, Me., publish the 


“AMERICAN WOMAN,” a handsome 28-page 
monthly, with a guaranteed circulation of 250,000 
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copies each issue. Advertising rates, $1.00 a line, 
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display or reading, measured agate. Special rates on 
quarter, half or whole pages. The April issue has a 


very liberal number of representative advertisers. 
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Cc. E. ELLIS, Advertising Manager, 
401-402-403-404 Temple Court Building, 
New York City. 
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The Cvening Wisconsin. 
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FIFTIETH ‘YEAR. MILWAUKEE, MARCH 4, 1897. _ "THREE C} 
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says: 

Q “The Boston Transcript, Brooklyn Eag] 

9 New York Evening Post, Philadelph 

60 Telegraph; Washington Star, Chicag 

O Post, Milwaukee Wisconsin and San 
x Francisco Bulletin are evening papers o! 
& high character, and go into homes and 
rere have a worth to advertisers beyond th 
800% mere figures of their daily circulation 
stetete They have no waste circulation. Eve: 
9090 copy goes into a home, and goes the 
8539 because it is wanted there. The forego- 
8939 ing small list constitutes a very choice 
8909 group of papers. If there is any oth 
QOOC evening paper anywhere that has a bette: 
8889 right to be named than one of thes: 
ss 199 Printers’ Ink would be glad to be fu 
8599 nished with its name and to consider th 
8800 reasons set up by its publishers for 
8939 place among the eight.’ 
8839 
8888 DODODDOIODOD OOOO SODIOOOO OOOO ore 
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If You Want Some 
Of The Money 


That is spent every year by the 
great masses in and about Chi- 


cago, you should advertise in 


The Chicago Dispatch 


By JOSEPH R. DUNLOP, 


BVVVSVVISVSTFVSVSVSVSVSVSVSVSVSVVOO88E 


It reaches the masses. It has a daily 


CIRCULATION | OF 115,000 COPIES, 


which means that it is read by at least 


460,000 People Every Day 


Don’t you think that circulation 


will pay you? 


EASTERN OFFICE: HOME OFFICE: 
517 Temple Court, 115-117 Fifth Avenue, 
NEW YORK. CHICAGO. 
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Kansas City 
Times 


with its guaranteed Circulation of nearly 24,000 
copies every day, offers to advertisers the best me- 
dium for results of any Western paper. 

Proof of its paying qualities were recently dern- 
onstrated by the Bee Hive Dry Goods Company, of 
Kansas City, whose manager says: 


KAnsAS City, Mo., Feb. 13, 1897. 
Mr. FRANK P. Fuoss, Business Manager 
of THE KANsAs City TIMEs 

DEAR Sir—The effect of our advertisement in THE 
TIMES to-day was magnetic. So much so that an extra 
corps of salesmen were so busy during the day that they 
were unable to fully attend to the wants of our estab- 
lishment. However, we were able to sell, I think, the 
largest amount of shoes that have ever been sold in 
Kansas City in a single day. ‘| he bargains which were 
offered through the columns of ‘HE | IMES were eye- 

openers. I am fully conscious that advertising pays. 

Very respectfully, 

Lee J. Scuirr, Mgr. Bee Hive. 


The advertising rates of THE Times are as low 
as any paper in the country on a circulation basis. 

Send for copy and rates to THE KANSAS 
CITY TIMES, Kansas City, Mo., or 
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Houston Post 


Pays the Postage. 





Information taken from the printed report of the 
Postmaster-General of the United States for 1896 shows 
pounds second-class matter mailed during the year 
ending June 30th, 1896 : 

Houston, Texas, ... . 507,177 pounds 
Galveston, Texas, .. . 384,615 
Houston more than Calveston;. . 122,562 “* 


The POST alone mailed during the time stated 502,319 pounds 
All other Houston papers, . . 4,858 . * 


507,177. “ 


The POST alone mailed . 502,319 pounds 
All Calveston papers, .. 384, 615 
The POST over combined 
papers of Galveston, . 117,70% pounds 
The above figures show conclusively why the Post 
has always been willing and anxious to give the public 
a detailed statement of circulation while its competitors 
rely upon prestige. No going behind the returns. 


For any other or further evidence or information 
call or address THE POST, Houston, Texas. 
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in the homes of the 


Always Welcome 


buying classes of Virginia is 


THE . Largest 
RICHMOND — "22~ 
STATE Virginia. 


oe 


A popular afternoon paper be- 
cause it’s clean and newsy—and 
profitable to you because of its 


popularity. 


oe 


H. D. LA COSTE, 


38 Park Row, New York City. 


Written and designed by the Advertisers’ Agency,Philadelphia and Buffalo. 
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RIDE IN THE STREET CARS. 


If you can tell them in thirty words, and a 
good picture, what you have to sell, they will 
buy from you. 

If you can’t, you can get a good man to do it. * 

If only your goods are good. If you have 
goods to sell that people need. 

The Street Cars will sell them for you. 

The cost is small as compared with other 
methods of advertising. The results are great. 


Write us for particulars. 


_ GEO. KISSAM & CO. 
253 Broadway, NEW YORK, 
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The best advertising medium 
is THE DAILY PAPER. The _ best 


advertisement is the one that 


















tells what you want to say in the 





fewest and plainest words. So 











word your advertisement that it 
will be understood. So display it 
that it will catch the eye. Insert 
it in the best daily paper—mini 
you—THE BEST. If the advertise- 
ment is as good as it should be 
and the display is as good as it 
can be, one insertion ought to do 
the business. To do more busi- 
ness prepare a new advertise- 
ment. [or further advice, address 
) f q\ 
“aR yrdwavlinsinua Be 


10 Spruce Street, New York. 






